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Rough Proofs 


“The great feminine gesture,” the 
Warner Bros. Company believes, is 
yanking down the corset. It should 
be coupled in the betting with pull- 
ing up the stocking. 
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So many people are now giving 
away automobiles that it’s no wonder 
sales are off—everybody expects to 
get at least one free. 
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Chevrolet and Plymouth have been 
the featured cars in most of these 
public beneficences. That seems to 
leave the sales-for-cash business to 
Mr. Ford. 
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Louis Hausman, of the American 
Safety Razor Company, who won 
the ADVERTISING AGE contest for the 
best definition of advertising, “firmly 
believes the horseless carriage is 
here to stay.” And if pressed, he 
would probably admit that the popu- 
larity of full beards is on the wane. 
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“Whatever became of Fairy soap, 
anyway?” asks ADVERTISING AGE. 
Perhaps the bad boys who chalk 
messages on back-fences spoiled the 
name. 
= FTF F 


A small-town newspaper publisher, 
asked for a break-down of his circu- 
lation, indignantly denied the im- 
plied accusation. 

“Our circulation,” he asserted, 
“has not had a break-down, even 
during the summer slump.” 
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New York hotels in the Grand Cen- 
tral Zone are advertising the advan- 
tages of that location to transient 
guests. The copy should include ref- 
erence to its best feature—the finest 
speak-easies on the island. 
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Doctors in Texas are advertising 
to make slow-paytients ashamed of 
themselves. But as the figures 
quoted show that half of the bills are 
not paid in sixty days, it may dis- 
courage prompt payment by the 
other 50 per cent. 
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Brooke, Smith & French have been 
reminding florists that they are 
“dealers in human emotions.” After 
the idea really gets across the flor- 
ists will begin sending flowers to 
their own wives. 
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Owners of Chrysler cars are co- 
operating with salesmen in locating 
leads, with appropriate rewards of 
merchandise prizes. But this, it 
should be emphasized, is not a case 
of misery loving company. 
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Mr. Hoover has finally decided 
that the noble experiment is neither 
noble nor an experiment. That seems 
to make it unanimous. 
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Some retail stores are featuring 
“boss is away” sales, but they don’t 
explain whether the boss’ vacation 
is with or without pay. 
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It’s a good thing business execu- 
tives are getting longer vacations 
this year; it gives them more time 
to fill out questionnaires for adver- 
tisers. Cory Cups. 


IN BIG MERGER 


Frank J. Reynolds, president of 
Albert Frank & Co., which will 
merge with Rudolph Guenther- 
Russell Law, Inc. Story on Page 12. 


CANADA ADOPTS 
NEW TRADE-MARK 
STATUTE SEPT. 1 


Toronto, Canada, Aug. 12.—Can- 
ada’s “Unfair Competition Act,” 
which becomes effective Sept. 1, will 
have a far-reaching effect on adver- 
tisers, since it lays down definite 
procedure to be followed by owners 
of trade-marks. 

The “Unfair Competition Act” 
brings this country into line with 
members of the International Union 
who have agreed to a uniform pro- 
cedure in dealing with industrial 
properties. In addition it clears up 
many points that were vague under 
previous legislation. 

Advertising men here feel it is a 
plain statement of sensible legisla- 
tion, with procedure well marked. 
They believe that its enactment will 
cause no trouble for legitimate busi- 
ness, but will protect it. 

The bill legally defines “design 
mark”; “distinguishing mark”; 
“owner”; “package”; “similar” as it 
refers to trade marks; “similar” in 
relation to products; “trade marks”; 
“trade names”; and “word marks.” 


Define “Word Mark” 


A “word mark” is defined as a 
trade-mark consisting only of a 
series of letters or numerals and de- 
pending for its distinctiveness upon 
the idea or sound suggested by the 
sequence of the letters or numerals 
and their separation into groups in- 
dependently, or the form of the let- 
ters or numerals severally, or as a 
series. 

To keep within the new Canadian 
law, it will be necessary to know its 
definitions. The Act carries distinct 
penalties for any persons who use 
trade marks or _ distinguishing 
marks, already registered or in use. 

Individuals retain the right to use 
their own personal names or sur- 
names as trade names for their busi- 
ness, provided the business is car- 
ried on for their direct benefit and 
in good faith without intention to 
deceive. 

The making of a false statement 

(Continued on Page 12) 


Trading Stamps to Sell 
World’s Fair to Country 


Full-Page Newspaper Copy 
Offered As Inducement 
to Local Dealers 


Chicago, Aug. 11.—Advertising 
will be an outstanding feature of 
the widespread distribution of 
Century of Progress merchandise 
certificates, Al. C. Houser, promo- 
tion manager for Chicago Mer- 
chandise Certificates, Inec.,  ex- 
plained. 

The certificates will be sold to one 
—preferably the outstanding—retail 
store in every line in every com- 
munity, so that no matter what a 
family purchases, it will receive cer- 
tificates entitling them to free travel 
to the Century of Progress and per- 
haps free accommodations and 
amusement while there, depending 
on the amount of their buying. 

Since retailers will be given exclu- 
sive franchises, they will have a po- 
tent selling point to feature in their 
advertising. But Chicago Merchan- 
dise Certificates, Inc., will do much 
of their advertising for them. 


Plan Full Pages 


The volume will depend on the 
value of certificates absorbed by any 
local community. If it reaches a cer- 
tain sum, the organization will run 
full pages in local newspapers, nam- 
ing the enterprising retailers who 
alone will be able to supply the cer- 
tificates. 

Outdoor advertising and numerous 
point-of-purchase aids will also be 
provided. The identifying emblem 
of each retailer entering into the 
arrangement will say: 

“Be our guests at the Century of 
Progress in Chicago, June 1-Nov. 30, 
1933.” 

The original plan was to confine 
distribution to 18 or 20 states in the 


16 Companies Will 
Accept Certificates 


Chicago, Aug. 11.—Organ- 
izations . which will accept 
certificates are A Century of 
Progress, Morrison, La Salle 
and Hyde Park Hotels, Palmer 
House, Publix-Balaban & Katz 
Theaters, Chicago Stadium, 
Aragon and “Trianon Ball- 
rooms, De Met’s Restaurants, 
Harding’s Restaurants, Black- 
hawk Restaurant, Greyhound 
Bus Lines, Goodrich Transit 
Co., North Loop, South Loop 
and Harrison Garages. 

What these companies will 
pay for the business has not 
been divulged. 


Middle West. Since most of the 
states of the Union will be exhib- 
itors at a Century of Progress, how- 
ever, it is probable that the original 
scope will be considerably extended. 
Florida, for instance, is said to have 
indicated its wish of participating. 

On the other hand, powerful op- 
position to the plan may develop. 
While the project may encourage 
free spending in local communities, 
outraged chambers of commerce are 
expected to point out that at least a 
part of this money will find its way 
to Chicago, ne’er more to be seen. 

The attitude of newspapers also 
will be important. Some may re- 
gard the plan as helpful to the gen- 
eral purpose of stimulating business 
and taking money out of hoarding. 
Others will probably inveigh against 
it in flaming editorials. 

Meanwhile, however, Chicago Mer- 
chandise Certificates, Inc., is send- 
ing crews of highly trained specialty 
salesmen into every nook and corner 
of the Middle West, armed with 
proofs of full-page newspaper ad- 
vertisements with which to dispel 
any lingering doubts in the minds 
of retailers. 


Last Minute News Flashes 


Operation Is Fatal to Guy Scrivner 


New York, Aug. 12.—Guy Scrivner, 38, advertising director of Nation’s 
Fusiness, Washington, D. C., died here last night following an operation 


Tor stomach trouble. 


A. N. A. Gets Two New Members 


New York, Aug. 12.—Health Products Corp., Newark, and Oakite Prod- 
ucts, Inc., New York, have been elected to membership in the Association 


of National Advertisers. 
respective representatives. 


Murray Breese and H. Liggett Gray will be the 


Start “Buyers’ Guide” in Dubuque 
Dubuque, Ia., Aug. 12.—A weekly “Buyers’ Guide” has made its appear- 
ance here, Pauly Printing Company being the publisher. The initial issue 
carried about 60 per cent merchant representation. 


Two Newspapers Reduce, Three Raise Rates 
New York, Aug. 12.—Henderson (N. C.) Times-News and Hamilton 
(O.) News have announced rate reductions. Three other newspapers, one 
in Delaware, and two in California, have advanced rates. 


Limit Activities of U. S. Army Posts 
Washington, D. C., Aug. 12.—The War Department has issued orders 
to Army canteens to confine sales to enlisted men and certain specified 


civilian Army personnel. 


Century of Progress Puts 
Official 0. K. on Big 
Promotion Plan 


Chicago, Aug. 11—A Century 
of Progress, Inc., which will con- 
duct a world’s fair here from June 
1 to Nov. 30, 1933, has placed its 
official approval on a plan to 
stimulate attendance at the Cen- 
tury of Progress by the use of trad- 


ing stamps. 
The promotion has so many rami- 
fications that it is difficult to 


tell just what effect it will have 
on national advertisers and their 
brands. Since one representative 
dealer in each line of business in 
every city and town will dispense 
these trading stamps or certificates, 
it seems inevitable that national 
advertisers will have to go on record 
for or against the plan. 

Some, it is prophesied, will capi- 
talize the current rage for getting 
something extra with purchases, by 
putting their own organizations 
back of the certificate idea. 

The certificates, to be issued by 
selected retailers almost everywhere, 
will be accepted as payment for 
facilities and service by designated 
Chicago concerns between June 1 
and Dec. 5. 

The certificates, 800 million in 
number, will be issued by Chicago 
Merchandise Certificates, Inc., 29 S. 
LaSalle St., Chicago, in denomina- 
tions of 1, 5 and 25 cents. In addi- 
tion, general admission tickets to the 
Century of Progress will be used as 
50-cent certificates. 


Cost to Retailers 


While Chicago Merchandise Cer- 
tificates, Inc., headed by Robert S. 
Hotz, will not tell retailers what 
scale of rates to adopt in giving cer- 
tificates to their patrons, it believes 
that most dealers will give pre- 
miums amounting to about 2% per 
cent of their business. 

An interesting feature of the 
gigantic premium plan is the bank 
tie-up. Continental Illinois © Bank 
and Trust Co., Chicago, will act as 
trustee and collection agent for cer- 
tificates sold by Chicago Merchandis- 
ing Certificates, Inc. 

Under the terms of the agreement, 
funds remain inviolate in this bank 
until ultimate redemption by those 
who have contracted to accept cer- 
tificates at face value. While the 
sale of certificates to local dealers 
will be directed by Chicago Mer- 
chandise. Certificates, Inc., it will not 
receive any money. This will be 
paid to a local bank, which will for- 
ward it to the Chicago financial in- 
stitution. 

It is asserted that the history of 
such promotions is that a consider- 
able percentage of the _ trading 
stamps are unredeemed, and that 
this number will determine the profit 
of Chicago Merchandise Certificates, 
Ine. 

Sanction of the plan by A Century 
of Progress was somewhat of a sur- 
prise. It came partly as a result of 
the desire to inject a power- 


ful stimulant into attendance at the 
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ADVERTISING AGE 


August 13, 1932 


fair, partly because of the new and 
violent demand for premiums which 
has been an extraordinary feature of 
recent business conditions. 

Said Rufus G. Dawes, president of 
A Century of Progress: 

“We believe this plan of sale and 
distribution of merchandise certifi- 
cates should not only be helpful in 
stimulating trade to the advantage 
of merchants and others throughout 
the area of operations of Chicago 
Merchandise Certificates, Inc., but 
should also attract visitors to the 
exposition.” 

The contract between the two or- 
ganizations provides that A Century 
of Progress will not sponsor or ap- 
prove any other plan for the sale or 
distribution of merchandise certifi- 
cates. 


KESTER URGES 
COMMON SLOGAN 


Chicago, Aug. 11.—‘Help unem- 
ployment by purchasing U. S. prod- 
ucts made by U. S. Labor.” 

This slogan will henceforth appear 
in the advertising of Kester Solder 
Co., placed by Aubrey & Moore. F. 
C. Engelhart, president of Kester 
Solder, said that while his company 
has little foreign competition, he be- 
lieves the effort is one that every 
advertiser might well support. 

Mr. Engelhart’s campaign was 
given point by dispatches from 
Washington this week telling of 
complaints lodged against Japanese 
rubber shoes by American manufac- 
turers. 

These products are being sold in 
the United States at a price lower 
than cost and should be excluded 
ander the anti-dumping law, it was 
contended. 

Mr. Engelhart believes this is but 
one instance of many in which for- 
eign products are undermining 
American manufacturers in their 
own natural territory. 
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Crawford Family Grows 


Floyd Crawford, assistant secre- 
tary, Greater Buffalo Advertising 
Club, is receiving felicitations on the 
birth of a daughter, Marilyn Joy. 


Bissell Looks Ahead 


Bissell Carpet Sweeper Co., Grand 
Rapids, Mich., has placed its adver- 
tising with Young & Rubicam, effec- 
tive Jan 1, 1933. 


Agency Moves 
Lanpher & Schonfarber, Provi- 


dence, R. I., agency, has moved to 
larger quarters at 58 Weybosset St. 


TURNS PUBLISHER 


Flint Grinnell 


shredded wheat products. 


Georgia Confectionery 
Firms in Big Merger 

Formation of Fine Products Cor- 
poration, to manufacture confection- 
ery and table delicacies, has been 
announced by Nunnally Co., Atlanta, 
and Hollingsworth Candy Co., Au- 
gusta, Ga., leading southern confec- 
tionery manufacturers. All stock of 
the new company is owned by the 
parent concerns. 

Identity of the existing companies 
will be maintained, but manufactur- 
ing activities will be concentrated in 
the new company, which plans add- 
ing fruit juices, mayonnaise, and 
other food products to its line. 


Kellogg Sues N. B. C.; 
Asks $3,000,000 

Kellogg Co., Battle Creek, Mich., 
has filed suit in the United States 
District Court of New York asking 
$3,000,000 damages from National 
Biscuit Co. 

The suit, charging violation of the 
Sherman anti-trust act, is based on 
alleged efforts of N. B. C. to prevent 
other manufacturers from marketing 


Cease Publication 


of “Detroit Mirror’ 


Detroit Mirror, tabloid daily which 
became affiliated with the Chicago 
Tribune and New York Daily News 
in the deal which brought Liberty 
under Macfadden control, has sus- 
pended publication. 

Passing of the Mirror leaves only 
one morning paper in Detroit. 


Moritz Expands 


R. A. Moritz Co., Davenport, Ia., 
agency. has opened an office in Lin- 
coln, Neb. Margaret Altman is in 
charge. 


FLINT GRINNELL 
PUBLISHER OF 
SHOPPING NEWS 


Chicago, Aug. 11—Flint Grinnell, 
manager of the Chicago Better Busi- 
ness Bureau for six years, resigned 
this week to become general man- 
ager of a shoppers’ news for the 
State Street Council, made up of 
leading retail stores. He has estab- 
lished headquarters at 39 S. State St. 

While Mr. Grinnell’s appointment 
means that the shoppers’ guide, 
hitherto in the tentative stage, will 
become a reality in the near future, 
Mr. Grinnell said frequency of issue, 
circulation and other important 
questions have not been determined. 

A. B. Johnston, who has been mer- 
chandise manager of Chicago Better 
Business Bureau, has been appointed 
manager. 

Mr. Grinnell was instrumental in 
organizing the Bureau six years ago 
and has been with it ever since. 

Possibly his greatest achievement 
was securing legislation to prevent 
the same retailer fyem holding 
going-out-of-business sales over a 
period of several years, a _ habit 
formed by a few. The law was held 
constitutional recently by a Chicago 
court in a test case. 

The statute prohibits special pur- 
chases for 60 days prior to the be- 
ginning of the sale and additions to 
the merchandise while the sale is in 
progress. It requires that the mer- 
chant going out of business file an 
inventory of the goods offered with 
the City Clerk, and stipulates con- 
clusion of the sale within 90 days. 


Insurance Advertisers 
To Meet in September 


The annual meeting of the Na- 
tional Association of Mutual Insur- 
ance Companies and the Federation 
of Mutual Fire Insurance Companies 
at Deshler-Wallick Hotel, Columbus, 
O., will be featured by the second 
annual exhibit of mutual insurance 
advertising. The dates are Sept. 
26-29. 

M. P. Luthy, Lumbermen’s Mutual 
Casualty Co., Chicago, is in charge. 
A conference of advertising man- 
agers will be held on the last two 
days. 


McDougal Resigns Post 


Herbert F. McDougal, for three 
years head of the department of 
journalism, Parsons College, has re- 
signed his post to devote his entire 
time to Jefferson County News, Fair- 
field, Ia., of which he is half owner. 


CHARGE TO THE ACCOUNT OF 


CLASS OF SERVICE DESIRES 


Send the following Message, subject to the terms on be 


ADVERTISING AGE 
537 SOUTH DEARBORN 
CHICAGO, ILL. 


ST. 


tk hereof, which are hereby agreed to 


Form 2 


DES MOINES, IOWA 
AUGUST 9 1932 


TODAY BROUGHT US THE LARGEST POSTING ORDER FOR MAXWELL HOUSE 
COFFEE EVER RECEIVED FROM THIS PROGRESSIVE HOUSE THE ORDER 
COVERING DES MOINES MARKET STOP WE ARE REINFORCING THIS 
CAMPAIGN WITH COURTESY RADIO ANNOUNCEMENTS OVER STATION WHO 
DES MOINES AND WOC DAVENPORT COVERING MORE THAN THREE 
MILLION PERSONS IN IOWA AND ADJACENT STATES STOP THIS 
COMBINATION SERVICE BEING ENTHUSIASTICALLY RECEIVED BY 
LEADING NATIONAL ADVERTISERS THROUGH THEIR AGENCIES STOP 


WRITE FOR DETAILS 


THE STONER-MCCRAY SYSTEM 
DES MOINES, IOWA 


HOW GAS TAXES AFFECT AUTOMOBILE SALES 
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REGISTRATION IN PER CENT OF 1929 FIGURES 


The higher the gas tax, the lower the car registration in 1931, accord- 
ing to a study by National Assn. of Finance Companies, Chicago. 
This was not true in other years. 


Rockne Issues 
Challenge to 
Car Prospects 


Detroit, Mich., Aug. 11—A sensa- 
tional offer designed to induce car 
prospects to enjoy a Rockne demon- 
stration is being announced in 750 
newspapers in a 30-day campaign. 
Spot radio will be used by dealers 
to supplement the newspaper copy. 

“We'll pay $10 to prove we're 
right,” says the 290-line copy, which 
explains that “after you’ve made the 
Rockne do everything, we'll gladly 
pay you $10 if it doesn’t keep you 
sold and you can force yourself to 
buy any other new car with a base 
price below $600 within one week.” 

The nation-wide campaign follows 
tests in six mid-western cities made 
through Roche, Williams & Cunnyng- 
ham, Chicago agency. 

A Rockne executive told ADVERTIS- 
Inc AGE that the company is sincere 
in its offer, but that it does not ex- 
pect to have to pay out many pre- 
miums. 

A large enough percentage of those 
taking demonstrations have bought 
to indicate the value of concentrat- 
ing on this feature, he said. 


Tennessee Opens 


Advertising Bureau 


For the benefit of political and 
other advertisers using many news- 
papers in the state, Tennessee Press 
Association plans establishment of a 
central bureau to which schedules 
and payment may be made at one 
time. 

Copy will be supplied to individual 
papers as ordered, and all checking 
will be done in the central office. 
Members will be charged 15 per cent 
for the service. 


Morgan Wins General 
Outdoor Tournament 


With low gross of 143, Gil Morgan, 
Outdoor Advertising Agency, won 
the annual golf tournament of Gen- 
eral Outdoor Advertising Co., Chi- 
cago, at St. Andrew’s golf course. 
Clark Hammond was second with 
150. 

Low net for the 36 holes went to 
Charles Donahue, E. J. Harmon win- 
ning the 18-hole award, and Ed Mc- 
Carthy the 9-hole honors. 


Safeway Stores Expand 


Safeway Stores, middle western 
grocery chain, has inaugurated an 
expansion program calling for open- 
ing of 50 stores in the Kansas City 
area. The company already operates 
61 Piggly Wiggly stores in this terri- 
tory. 


WXYZ Retains Corbett 


Kunsky-Trendle Broadcasting Cor- 
poration, operating WXYZ, Detroit, 
has retained J. Ralph Corbett, Inc., 
Cincinnati, as merchandising coun- 
sel. His services are being offered 
to advertisers and agencies. 


WORKING UP T0 
CLIMAX IN COPY 
FOR AIR RACES 


(Picture on Page 14) 

Cleveland, O., Aug. 11—Humphrey 
& Prentke, who handled advertising 
of the National Air Races in 1929 and 
1931, are again in charge, President 
Herbert E. Prentke devoting his per- 
sonal attention to the campaign. 

The strategy is to intensify adver- 
tising as the dates, Aug. 27-Sept. 5, 


month with 20 pages in major aero- 
nautical trade journals, to be con- 
tinued through August. This was 
followed by a direct mail campaign 
to executives and flyers. 

Selling the show to the public has 
just begun, experience indicating it 
is hard to arouse interest until a 
month before the event. An outdoor 
campaign was started Aug. 1 in 20 
cities within a 100-mile radius of 
Cleveland. One-sheet posters, sheet 
tack cards and road directional ar- 
rows supplemented 24-sheet posters. 


Feature Special Days 


This was followed by a local publi- 
cation and direct mail campaign to 
social and business leaders for the 
sale of season box seats. Sam Dickey 
was designated to arrange special 
days for which clubs could buy 
blocks of seats. 

On the theory that 90 per cent of 
the potential attendance will come 
from within 100 miles of Cleveland, 
100 newspapers in northern Ohio will 
carry copy stressing the entertain- 
ing, educational and spectacular 
phases of the races, in contrast to 
the “civic support” appeal used lo- 
cally. 

Ten-minute radio broadcasts, street 
decorations, signs on bridges and ho- 
tel marquees, and interior and ex- 
terior cards in street cars will be 
used as the event draws near. One 
week before the races, full pages 
containing the daily program will 
appear in metropolitan dailies. Sub- 
urban dailies and weeklies, foreign 
language weeklies and local papers 
will carry a longer schedule of 
smaller space. 

Meanwhile, banks and department 
stores are co-operating by enclosing 
folders and literature with their cor- 
respondence. A public relations de- 
partment, headed by James H. Lan- 
yon, is hard at work. 


Snider Joins Daily 
Gerald A. Snider, former associate 
publisher of Northwestern Banker 
and Underwriters Review, Des 
Moines, Ia., has joined the advertis- 
ing staff of Des Moines Register and 
Tribune. 
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WOMEN PROFFER 
SOME ADVICE T0 
SWELTERING SEX 


Cedar Rapids, Ia., Aug. 11.—Pictures 
of women in the advertising of a 
men’s clothing store were only one 
of the innovations made by Arm- 
strong Clothing Company in a hot- 


__weather campaign which gave men 


some good reasons for wearing cool 
clothes and mentioned price only in- 
cidentally. 

Men responded so freely that some 
advertising men see the possibilities 
of a national “Dress Cool” campaign. 
Cc. G. Helming is advertising man- 
ager of the store. 

In one piece of copy, Mildred 
Davis, manager of the store’s mil- 
linery department, was quoted as 
wondering why men bow their heads 
to the summer heat instead of try- 
ing to meet it with light-weight 
clothes. A halftone of Miss Davis, 
a personable young woman, accom- 
panied the copy. 

Mrs. W. J. Phelan, manager of the 
boys’ furnishing department, also 
was quoted. 


Long-Suffering Males 


Variety was provided by photo- 
graphs of 1890. “How vastly wom- 
en’s styles have changed,” said the 
caption. “But what about the men? 
They’re still wearing the same sticky 
woolen suits they wore 'way back 
when.” 

Even the editor of the Cedar Rap- 
ids Gazette burst into the campaign, 
his picture and a timely editorial be- 
ing reproduced with the comment, 
“You're right, Mr. Editor, most men 
deserve no sympathy.” Said the edi- 
torial in part: 

“For men to go about on these 
scorching days trussed up in the 
same woolen suits, tight collars, care- 
fully adjusted neckties and heavy 
shoes they wear in winter is as con- 
clusive a sign of insanity as some 
which put other men in asylums.” 

The editorial spoke of women’s 
airy garb as “freedom beyond the 
grasp of men,” and concluded on this 
note: 

“Men, as a class. are too self-con- 
scious and ‘hennish’ to do anything 
about the weather—that is, to wear 
cool clothing regardless of how much 
it may deviate from the hide-bound 
tradition of masculine attire.” 


Retailers Must Pay Tax 


Any person conducting a soda 
fountain who produces a syrup by 
using a concentrate or essence or by 
diluting a concentrated syrup with a 
simple syrup is a manufacturer of 
beverage syrups, the Bureau of In- 
ternal Revenue has ruled, and must 
pay the new tax of six cents a gallon. 


Governor Is Editor 


Former Governor Thos. G. Bilbo 
of Mississippi has resumed publica- 
tion of The Free Lance, political 
paper. Hansford L. Simmons, for- 
mer vice-president, Mississippi State 
College for Women, is managing 
editor. 


Eastern Dailies Merge 

New Bedford (Mass.) Standard 
has purchased New Bedford Times, 
and consolidated it as New Bedford 
Standard Times. The same organ- 
ization publishes the Morning Mer- 
cury. 


Move Chicago Office 


The Chicago office of Civil En- 
ginecring, New York, has been moved 
from 222 W. Adams St. to 332 S. 
Michigan Ave. A. Stephens, western 
advertising representative, has re- 
signed. 


Level Is Decorated 


The Order of the Purple Heart has 
been presented to John A. Level, 
copy chief, Harvey Agency, New 
York. 


“Yama Sun” Appoints 


Fenger-Hall Co. has been appointed 
national representative of Yuma 
(Ariz.) Sun, 


MEN LISTENED TO THIS PRETTY GIRL 


cetnniadibeiaeiniies 


(Bill Tilden Tennis Meet, Thursday, June 16th. Make your resevations 
at Armstrong's) 


Men, Be Slaves? 


“Why should. men be slaves to summer heat 
when such fine new COOL clothes are 
now available,” says Mildred Davis 


‘Most men are still slaves to the foolish cus- 


“There's no excuse for the 
way men are slaves to sum- 


mstrong “KEEP 
iL” Suits. I've just been 
these new c 
and I'm heartily in favor of 
Armstrong's campaign to 
make men comfortable in 
summer.” 

MILDRED DAVIS 


Millinery Dept. 


‘Spartan’ and 
‘Sparton’ Too 
Close Together 


Washington, D. C., Aug. 11.—Ob- 
jection of Sparks-Withington Com- 
pany to registration by Price Bat- 
tery Corporation of “Spartan” as a 
trade-mark for storage batteries was 
upheld by the Commissioner of Pat- 
ents, confirming a decision of a 
lower tribunal. 

The Sparks-Whithington trade- 
mark is “Sparton.” The company 
presented testimony that it has 
spent about $3,500,000 in advertising 
electric automobile horns and radio 
receiving sets under this brand. 
Sales of horns have aggregated $19,- 
000,000 and of radios, $36,000,000. 

While Sparks-Whithington does 
not manufacture nor sell electric 
batteries, it represented that it 
makes up sets of its electric horns 
for display purposes and -equips 
them with storage batteries, and it 
also equips some of its radio sets 
with storage batteries. 

“The applicant has approached 
the opposer’s mark too closely,” 
ruled the Commissioner. 


RKO Seeks Help 
Of Bankers for 
Current Talkie 


Chicago, Aug. 11.—Because the 
picture deals with banking methods 
and depicts the causes and results 
of bank runs, banks and bankers 
throughout the country are being 
urged to lend their support to 
“American Madness,” Radio-Keith- 
Orpheum picture starring Walter 
Huston. 

A preview of the picture, which 
opens in a loop house Saturday, was 
shown to Chicago Financial Adver- 
tisers yesterday, and similar pre- 
views have been given for banking 
and financial groups in New York 
and other cities. 

Fearful of the box office effect of 
any kind of “sponsorship,” no mat- 
ter how remote, the movie firm asks 
banks to avoid mention of the film 
in advertising, but suggests that be- 
cause of the nature of the picture, 
bank employes should be urged to 
see it, and that a casual mention of 
the picture might be dropped to 
friends or customers while it is run- 
ning. 

Walter Huston plays the part of 
a fearless banker who is not afraid 
to make loans under existing condi- 
tions, and who places more faith on 
character than balance sheets. The 
big climax of the picture is a wild 
run on the bank, which the presi- 
dent’s confidence in his depositors 
stops at the psychological moment. 


Wilten with Bakery 


Max Wilten, formerly with Collins- 
Hencke & Stone, San Francisco, has 
been appointed sales and advertising 
manager of Peoples Baking Co., San 
Francisco. 


Diversified Industries 
Ran Cooperative Copy 


A new type of cooperative adver- 
tising appeared in Montgomery 
(Ala.) Advertiser when Hotel Wine- 
coff, Lakewood Park, an amusement 
resort, Black & White Cab Co. and 
Coca-Cola Co., all of Atlanta, invited 
local citizens to spend a day in At- 
lanta. 

Western Railroad cooperated by 
offering a special excursion rate of 
$1. It is estimated that 5,000 per- 
sons in the area took advantage of 
the offer. 


Thompson Leaves Majestic 

M. W. Thompson, for three years 
assistant advertising manager, 
Grigsby-Grunow Co., Chicago, Ma- 
jestic radio and refrigerators, has 
resigned. 


Represent “Tribune-Times” 


Hornell (N. Y.) Tribune-Times 
has appointed Julius Mathews Spe- 
cial Agency in the national field. 


To Package Cosmetics 


In Colors of Schools 


New York, Aug. 11.—Following 
the growing trend in cosmetic mer- 
chandising of catering to age groups, 
Leon Duvet, Inc., will appeal to the 
college market this fall with a com- 


plete “treatment” line of beauty 
preparations packaged in_ school 
colors. 


W. J. Overhamm, for seven years 
general manager of Prince Matcha- 
belli Perfumery, Inc., New York, 
and now in charge of merchandising 
of the Leon Duvet preparations, 
bases optimistic predictions on the 
strength of sentimental appeal to 
school spirit, a selling plan involv- 
ing the appointment of an exclusive 
retailer for each educational institu- 
tion and the employment of students 
as agents. 

The line will be individualized for 
each college or university with dis- 
tinctive cartons, labels, closures and 
ribbon seals in school colors. Car- 
tons and labels will also bear the 
school monogram or initial. 

The fall campaign will get under 
way in a selected list of the larger 
Eastern schools, and will later be 
extended to 300 colleges having a 
female enrollment of 300 or more 
and which support college publica- 
tions. All but a few thousand of the 
425,000 college women may be 
reached in this way, it is said. 


Role of Agents 


Department stores and exclusive 
women’s specialty shops are pre- 
ferred to campus retailers as outlets 
on the theory that the big stores 
will give the preparations extra at- 
tention to draw college patronage to 
other departments. There has been 
no difficulty in interesting such out- 
lets. 

The agents will do no actual sell- 
ing, their function being to talk up 


the goods and prevail upon their 
classmates to accept cards of intro- 
duction to the retailer. They will 
receive a commission on all sales 
made to customers presenting cards. 
The number of agents will vary 
from one, an upper classman, in the 
small colleges, to one or more in 
each class of the larger schools. 

Introductory advertisements will 
lead off with the statement, “Leon 
Duvet dedicates his selected prod- 
ucts to the young women of tas 

Subsequent advertising will subtly 
couple the preparations to loyalty to 
alma mater and stress the necessity 
of using the proper cosmetics as a 
safeguard against possible harm to 
youthful skins. 


“Radio Guide” Urges 
Better Set Purchases 


Sept. 17 and 24 issues of Radio 
Guide will be devoted to promoting 
the idea of buying a better radio set. 
The publication will use broadcast- 
ing, dealer displays, and other mate- 
rial to further the idea. 

Radio Guide circulates in 14 major 
cities. 


Two Name Agency 


Accounts of John H. Mulholland 
Co., Milford, Del., advertising spe- 
cialties, and Cromar Co., Williams- 
port, Pa., oak flooring, have been 
placed with Hetherington Watson 
Co., Philadelphia. D. Fletcher Me- 
Connell, Jr., formerly with McLain 
Organization, Philadelphia, has joined 
the agency. 


Daily Augments Staff 


Bernard Tuttle and Charles Adams, 
formerly with San Francisco Chron- 
icle, and Gillette Lane have joined 
the advertising staff of San Fran- 
cisco Examiner. 


SS 


returning! 


assist you. 


ordered out—bag and baggage! 


at the right price? 


ars 
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Telephone MONroe 7080 


817 W. Washington Blvd. 


| INVITED OUT 


T is beginning to look as though Old Man Depression has been 


The stock market is up—freight 
hauling is heavier — unemployment is decreasing — confidence is 


Are you alert to the Fall and Winter demand for good merchandise 
The first step is advertising; and the largest, 
most complete photo engraving organization in Chicago is ready to 


Call us for a service man who knows his business—one who can help 
you create and produce advertising illustrations that will cause pros- 
pects to buy your merchandise. 


Jahn & Ollier Engraving Co. 


Chicago, Illinois 
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Public Sentiment Now Favorable to 
Advertising 


The recent pick-up in business, 
accompanied by a rise in the prices 
of many commodities and a spectacu- 
lar advance in the stock market, 
may mean that the corner has actu- 
ally been turned, and that we are 
now on the way up and out of the 
depression. 

The public is eager to accept this 
idea, and is welcoming all of the in- 
dications of a beginning of a return 
to normalcy in business. Because 
the business slump, especially in re- 
cent months, has been even more 
psychological than economic, this is 
a factor of great importance to ad- 
vertisers. 

For a good many months the 
aggressive and courageous advertiser 
who improved his products or cre 
ated new ones and who then pro 
ceeded to advertise his attractive 
offerings, has been swimming 
against the tide. The records show 
that many in this classification have 
succeeded in maintaining sales on a 
relatively satisfactory basis, and of 
producing net earnings when others 
in similar lines have been well in 
the red, but sales resistance has been 
abnormal. 

Today the advertiser who steps 
out and proceeds to do a good pub- 
licity job—with a good product and 
a clean record back of it—has the 
public pulling for him. The present 
psychology may be expressed in com- 
ments recently heard among consum- 
ers, “These bargains are certainly 
not going to last.” 


With the public again in the mood 
to enter the market and to buy com- 
modities, securities and personal sat- 
isfactions which have been denied 
during the past two or three years, 
the advertiser has an opportunity to 
accomplish results which have not 
been possible for some time. He can 
buy contacts with his public on 
highly favorable terms, and because 
competition for attention has been 
reduced, by the withdrawal of some 
of his rivals from the picture, he 
has a chance at present to capture 
a lead in the race for business in his 
line, and to get the good-will of both 
trade and public. 

Buyers today are interested; they 
are not gloomy and dejected, but 
they actually believe that the future 
is going to be better, and that the 
turn in the tide has come. They are 
supported in their ideas by plenty of 
professional economic opinion, and 
while these economists have been 
wrong frequently since the fall of 
1929, they seem to have better 
grounds than heretofore for the 
favorable predictions which they are 
beginning to make. 

If advertising was worth 100 cents 
on the dollar in 1928 and 1929, and 
if its value went down to 80 cents 
on the dollar during the lowest arc 
of the depression, it’s a fair guess 
that today’s advertising should be 
quoted once more at close to par. 
The market is stronger—and the 
public is supporting it. 


Getting Interest Out of Competitors’ 
Advertising 


Advertisers have been showing a 
more liberal attitude toward non- 
competitive products. Some compa- 
nies have been making a point of 
introducing and identifying goods 
which are related to their own, with 
the idea that reciprocal action of this 
kind would produce double value in 
the use of space. But now a step in 
advance has been taken by advertis- 
ers who are making obvious refer- 
ences to competitors’ advertising in 
their own copy, and are boldly 
endeavoring to capitalize whatever 
reader interest may have been devel- 
oped for the former. 

Because this policy is new, and 
because it is undoubtedly debatable, 
it is going to be given a lot of dis- 
cussion. A 

For example, current newspaper 
advertising of Old Gold cigarettes 
not only suggests the advertising of 
other cigarettes, but mentions the 


advertising appeals of each in such 
specific fashion that no reader of 
advertising can fail to realize that 
Chesterfields, Camels and Lucky 
Strikes are the brands referred to. 
Then the copy proceeds to score the 
point developed in the current Old 
Gold story, whose acceptance means 
a less favorable audience for the 
other fellows. 

The objection to the plan of giving 
free advertising to competitors is 
that there is no use reminding the 
reader of other products. But if the 
advertiser has a smaller appropria- 
tion than others in the field and if 
the advertising of competitors is 
done on a large scale, so as to be 
constantly before the public, hasn’t 
the former a chance to build his own 
story on the foundation erected by 
competition? 

It’s an interesting problem, and it 
may be that only experience will fur- 
nish the answer, 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


418. A Million Women with Mil- 
* Yions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 


419. $50,000,000 a Year for Fixtures 
and Equipment in the Grocery 
Field. 


Grocery stores are not what they 
used to be, says this booklet by 
Progressive Grocer, which asked 2,592 
grocers how much and what kind of 
equipment they have, and how much 
they spent for various types of new 
equipment in 1930 and 1931. From 
this survey it is estimated that $425,- 
000,000 is invested in grocery store 
equipment, and that grocery stores, 
including chains, spent $100,000,000 
for the purchase of new equipment 
during 1930 and 1931. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazines’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market—ex- 
tremely worth while sending for. 


411. Closely Spaced Explosions from 
Big Guns to Help Architects Sell 
More, Now. 


This pamphlet by Architecture de- 
scribes 14 editorial features which 
will be included in the magazine 
during the next six months. They 
include an issue devoted to new ma- 
terials, methods and accessories, addi- 
tional series of “outstanding archi- 
tectural biographies,” and _ photo- 
graphic portfolios of architectural 
details. 


379. Cosmetic Preferences of College 
Girls and Women in Small Towns. 


The Household Magazine has an- 
alyzed results of its beauty contest 
for women of small towns. Out of 
3,871 mentions, creams, cleansers, 
astringents, and skin foods led the 
parade with 1,031. Next came soap, 
466; face powder, 398; rouge, 270; 
lotions, 250, and so on down the list. 
Pond’s Extract Company received the 
largest individual mention, 209, the 
ratings of a score of others being 
given. The booklet also indicates 
cosmetic brand preferences of col- 
lege girls, as ascertained by Erwin, 
Wasey & Co. for College Humor, a 
strong similarity in thinking habits 
of the two classes being indicated. 


392. A Modern Publishing Formula. 


This is not only the story of the 
publishing philosophy of Modern 
Magazines, but reprints of many of 
the advertisements which appeared 
in the May, 1932, issue and which 
deserve special mention for one fea- 
ture or another. The book describes 
the “modern media test” developed 
by the organization as “a new 
measuring stick of magazine values.” 


AROUSING HER INTEREST 


(Copyright 1932 Curtis Publishing Co.) 


“Good morning, Madam. Do you realize your face is a network of 
pores filled with grime?" 


News Copy Backbone 


of Bank Advertising 

To the Editor: The enclosed ad- 

vertisement appeared in the New 

York newspapers right on the heels 
of the big Coney Island fire. 


It was so timely that it has caused 
quite a lot of comment. This is in 
line with our policy of using timely 
news events wherever possible to get 
over the Central Savings Bank’s 
story. 

This campaign, which is now in 
its fourth year, is one of the few 
small space campaigns which has 
really attracted unusual attention. 


ARTHUR R. ANDERSON, 


Vice-Pres., Samuel C. Croot Co., 
New York. 


7. 3 F 


Problem 


To the Editor: An advertiser cur- 
tails his advertising expenditure in 
a certain year, and the year follow- 
ing curtails the new schedule and 
finally decides to cancel it altogether. 

The advertising agency submits 
invoices for all advertising actually 
placed, for art work, copy work and 
other preparation, which invoices 
are paid in full. 

Several months later the agency 
sends a statement covering 15 per 
cent commission on _ advertising 
scheduled but not placed the first 
year and also for the second year, 
claiming that an agency is entitled 
to full commission on all advertis- 
ing plans at the beginning of the 
year, whether or not actually placed. 

Can you give us citations covering 
such a case and suggest other 
sources of information? The agency 
was working on a commission basis 
with no monthly or annual retainer. 


ADVERTISER. 


* 7 


Increase in Postage 
Only 16 2-3 Per Cent 


To the Editor: ADVERTISING AGE’S 
recent report on how to meet the 
problems created by three-cent post- 
age was good, but what the adver- 
tiser is interested in is the actual 
cost per inquiry or order. He is not 
greatly concerned whether it comes 
from the use of a one-cent or three- 
cent stamp. 

He has been led to think of a 50 
per cent increase in cost. The ac- 
tual increase is about 1624 per cent 
because the average cost of a letter, 


with stationery, printing, labor and 


Voice of the Advertiser 


HOARDED GOLD 


He‘lost his shirt'in 
the Coney Island fire 


Did you read in the newspapers 
about the 60-year-old Newark 
man who went swimming at 
Coney Island the day of the big 
fire and not onlylost his clothes, 
but $2,600—his life’s savings? 
He was carrying this large sum 
of money for safekeeping (?) and 
had left it in his shoe in one of 
the bathhouses which burned 
down. Had this gentleman 
heeded our advertisements, he 
would not only have his $2,600. 
today—but interest on his sav- 
ings as well! 


THINK THAT OVER if you’re keep- 
ing your savings AT HOME! 


CENTRAL 
SAVINGS 
BANK 


4th Ave. at 14th St. 
B’way. at 73rd St. 


postage has been about 6 cents. It 
is now 7 cents. 

To meet the increased cost, it is 
only necessary that the advertiser 
secure seven inquiries where he has 
been getting six. 

With millions of mailing pieces 
being withdrawn from the first-class 
group, it is obvious that first-class 
will take on added dignity, prestige 
and pulling power. 

Small test mailings, half under 
first-class and half under third-class 
will determine the proper classifica- 
tion to use. 

H. F. Lewis, 
Eastern Megr., Direct Mail Division, 
Reuben H. Donnelley Corp., 
New York. 
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August 13, 1932 


ADVERTISING AGE 


This Heinz ad in Liberty stopped 37% more 


persons than its twin in another weekly. 


“, STORMED 


This Pennsylvania Grade Crude Oil Associa- 
tion ad in 2-color, single column space in Liberty 
(available only in Liberty) stopped 40% more 
persons per dollar cost than in 2-column space 
in another weekly. 
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This Quink ad stopped 640% more persons in 
Liberty than its twin in a 2nd weekly and 185% 


more than in a 3rd weekly. 


To date: 58% of all “twin ads” in Liberty and 2nd weekly... 
90% of all “twin ads” in Liberty and 3rd weekly... 


Stopped More Persons In ‘Liberty 


Will you give your 1932-1933 advertising page 


608,000 to 1,408,000 


more seen circulation 
without extra cost? 


— is what Liberty’s adver- 

tisers have been averaging 
according to the Percival White, 
Inc. reader interest tests for the 
past thirteen weeks. 


HIS, the thirteenth week of 

the Percival White, Inc. 
reader interest counts—during 
which advertisers apparently 
have found 17% to 55% greater 
seen circulation in Liberty than 
elsewhere—ushers in the be- 
ginning of the main 1932-1933 
list making season. 


As always, standard media 
qualities will be weighed: cir- 
culation placement by popula- 
tion groups, by incomes, circu- 
lation methods, editorial 
policies, line rates, page rates, 
circulation and rate adjust- 
ments. Tangibles and intangi- 
bles will be measured with 
conscientious care. 


But now, perhaps for the first 
time in many space-buying 
seasons, a new basis of compar- 
ison is offered....a basis so 
fundamentally important....a 
basis offering such dramatic 
comparisons....that old differ- 
ences between mass media 
appear to become relatively in- 
significant. 

Advertising is primarily the 
multiplication of advertisement 
impressions. For the past thirteen 
weeks those ézmpressions, in con- 
tradistinction to printed copies, 
or A. B. C. deliveries, have been 
measured. 

And for twelve of the thir- 
teen weeks page advertisements 
in Liberty have averaged ona 
dollar basis 608,000 more seen 
circulation than the second 
weekly, 1,408,000 more seen cir- 
culation than the third weekly. 

This extra circulation directly 

arallels the extra reading found 
ee Liberty's editorial contents 
and is reflected by Liberty's 99 


per cent single copy, voluntary 
demand type circulation, for the 
same period. 

To advertisers spending their 
own money—and to space buy- 
ers spending money for adver- 
tisers—Liberty submits that 
608,000 to 1,408,000 more cir- 
culation, without extra cost, in 
times like these is important 
enough to warrant reconsider- 
ation of all lists based upon 
conditions prior to this summer 
of 1932. 

Such reconsideration (not in- 
creased appropriations) has al- 
ready enabled Liberty to show 
a 26 per cent advertising gain 
during the first half of this year 
in the face of 4 per cent and 5 

r cent /Josses among the tra- 

itional leaders. 

You are urged to investigate 
the complete facts before mak- 
ing your 1932-1933 decisions. 
Liberty, ‘‘America’s Best Read 
Weekly,’’ 420 Lexington Ave., 
New York City. 
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Post’s Bran Flakes 


2 


rates with 4-color 
pages elsewhere. 


Advertiser: Post's Bran Flakes 
Agency: 
Space: % page 

Reader Interest: 41% better than 


col. ad in Liberty 
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Benton & Bowles, Inc. 


average page 


Advertiser: Coca-Cola 
Agency: 
Space: 

Reader Interest: 64% better than 


Juviting you- 


D'Arcy Adv. Co. 
4-color 3rd Cover 


average page 


Sure...they both come from © | 
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Advertiser: Veedol 
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gency: Lennen & Mitchell, Inc. 
Space: e 
Reader Interest: 64% Cocees than 


2-color pa 


average page 
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Advertiser: Frigidaire 

Agency: Geyer Company 
Space: 
Reader Interest: 50% better than 


Back Cover 


average page 
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Liberty. eo « America’s 


BEST READ Weekly 


three others are CoM 


three more 


Advertiser: Chesterfield 


Agency:  Newell-Emmett Co. 

Space: Back Cover 

Reader Interest: 82% better than 
avetage page 


3% Ads remembered by greatest 
number of 150 readers of 

3 Big Weeklies interviewed 
by Percival White, Inc. this ' 
week in Detroit, Mich. 
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August 13, 1932 


PACKAGING IS 
MAJOR PROJECT 
OF GOTHAM SILK 


Adds Adventure to Gifts of 
Hosiery 


New York, Aug. 11.—The Gotham 
Silk Hosiery Company has found it 
so profitable to appeal to buyers of 
gift hosiery with novelty packages 
that it has made package develop- 
ment, under direction of Katherine 
Ginnane, display manager, a major 
phase of its promotion program. 

The latest package, a first aid kit, 
has been introduced in connection 
with a “drug store” window, which 
many dealers pronounce the most 
unique hosiery display of the season. 

As a background for a display of 
the packages and their contents, the 
window trim includes large colored 
cutouts of druggists’ globes and a 
blow-up of a prescription blank as a 
centerpiece. Suggesting the hosiery 
as a going away gift to vacationeers, 
the prescription states their daily 
use will bring freedom from worry. 

Miss Ginnane joined Gotham six 
years ago, after wide experience in 
advertising and began her package 
drive two years later on the theory 
that the curse of utilitarianism was 
the greatest single unfavorable fac- 
tor in the sale of hosiery for gift 
purposes. Men, she discovered, think 
they can’t go wrong with hosiery but 
often forego that choice for fear of 
being considered too practical. 

The first aid package is supplied 
free with the hosiery, but in most 
cases a charge of from 10 cents to 
$1.25 is made for the novelty con- 
tainers. The most successful pack- 
ages are those for which a charge is 
made. Dealers are supplied at cost 
with the understanding they will not 
attempt to make a profit on the pack- 
ages and that they will not sell them 
without the hosiery. 


They Stay Sold 


There have been no returns, for 
which Miss Ginnane credits origin- 
ality. She was the first to introduce 
the sewing kit hosiery package, but 
dropped it when others took it up. 

In most instances, the packages 
have a seasonal relationship. Minia- 
ture paper-mache footballs are used 
in November, Jack-o-lanterns at Hal- 
loween, two pierced hearts with a 
stocking in each for Valentine’s Day, 
and a firecracker for Fourth of July 
week. 

As a suggestion for Mother's Day, 
rolled hose were used as the “dirt” 
in a small flower pot holding one gay 
artificial blossom. In another case, a 
rolled stocking was used as the in- 
ner petals of an artificial rose, six 
pairs of hosiery making a bouquet of 
a dozen “roses.” 

The bouquet package helped vol- 
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“DRUG STORE WINDOW" HELPS DEALERS SELL HOSIERY 
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ume sales as did also the use of a 
small Christmas tree to which were 
tied individual stockings, packed in 
paper containers that resembled tree 
ornaments. The tree didn’t look 
quite right unless it held five or six 
pair. 

Miss Ginnane said she has been 
using dogs for four years and cus- 
tomers never tire of them. However, 
she changes the dog ensembles fre- 
quently, always keeping four or five 
breeds on hand. The dogs carry the 
hose on their backs or in their 
mouths by means of ribbons, and are 
welcomed as bDric-a-brac by many 
after they have delivered their gifts. 

A big seller in the $1.25 class was 
a grotesque yellow velvet chick, 
which carried the gift in a basket 
slung to one wing. 

A popular Easter package was a 
colored egg which held a pair of 
hose. For those who really wanted 
to make an impression with their 
Easter gifts, Miss Ginnane provided 
a gay basket holding a dozen “eggs” 
packed with colored straw. 


Specify Spanish 
on Argentina Radio 


Radio advertising in Argentina 
must hereafter be conducted in Span- 
ish, the Department of Commerce 
has been informed. 

The new regulation does not af- 
fect broadcasting of programs in for- 
eign tongues. 


To Advertise Tomales 


EVenEL Co., Oakland, Cal., Chicken 
Roll Tomales, has placed its account 
with Emil Brisacher and Staff, San 
Francisco. 
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This photograph is indicative of the type 
of home where Scribner's Magazine is a 
‘welcome guest each month. 


More Soap 
In Politics? 


New York, Aug. 11.—The junior 
branch of a major political party 
proposes a merchandising venture 
as a means of raising funds for the 
forthcoming presidential campaign. 

The father of the idea is Hal 
Slane, president of the California 
chapter of the Young Democratic 
Clubs of America. He _ suggests 
“Let’s Clean Up America” as a 
slogan for a soap wrapped in a red, 
white and blue wrapper. 

The plan calls for the use of 
locally manufactured soap wherever 
possible. The bar will sell for 10 
cents, with four cents going into the 
campaign fund. . 

Herbert L. Stephen, advertising 
columnist of the New York Evening 
Post, advises the Republican youth 
to retaliate by endorsing Ivory, 
using as their slogan, “Float Into 
Ascendancy with the Republicans.” 


Sweeney Receives 


Political Orders 


Sweeney Lithograph Co., Belleville, 
N. J., has received orders for 1,000,- 
000 Roosevelt window cards from 
the Democratic National Committee, 
and is also lithographing large quan- 
tities of Hoover and Roosevelt tire 
covers. 

In addition, the company’s design 
for a Hoover banner has been given 
official recognition by the Republican 
party. 


Metropolitan Edition 
for “Vanity Fair” 

Following earlier trials with House 
and Garden, Conde Nast Publications 
will sell space in a “metropolitan 
area” edition of Vanity Fair, effec- 
tive with the September issue. 

The metropolitan area edition is 
that part of the regular edition 
which circulates in the New York 
trading area. 


Two Join Animaied 


A. J. Corn, for the past 11 years 
with Walker & Co., Detroit, and Cy 
H. Davis, formerly with Erwin, 
Wasey & Co., have joined Animated 
Displays, Detroit, as account execu- 
tives. 


Shearman Rejoins Paper 

T. M. Shearman, who established 
Implement Record, San Francisco, in 
1904, but left it for other work three 
years ago, has returned as general 
manager. 


Coal Paper Is Bi-Weekly 


Effective with the Aug. 20 issue, 
Black Diamond, Chicago, coal trade 


|| weekly, will be published bi-weekly. 


Quaker Revives 
Its Old Slogan 
In Newspapers 


Chicago, Aug. 12.—After an ab- 
sence of several years, Quaker Oats 
Co., Chicago, returned to newspapers 
this week with the first of a series 
of 150 and 200-line advertisements 
for Quaker Puffed Rice and Puffed 
Wheat and Quaker Crackels. 

The current campaign, which will 
run for the remainder of the year, 
and which will be joined by a cam- 
paign on behalf of Quaker Oats as 
soon as cooler weather sets in, is 
the largest newspaper campaign for 
this company in ten years. Lord 
& Thomas, Chicago, is the agency. 

“Shot From Guns,” the slogan 
which introduced Quaker puffed 
grains, has been revived in the cur- 
rent campaign, while Crackels de- 
pend on the “new and different” ap- 
peal further to popularize the new- 
est member of the Quaker cereal 
family. 

Copy is appearing in dailies in 83 
cities, picked generally by size, with 
one or two notable exceptions where 
the company feels its present promo- 
tion is strong enough to carry the 
load without help. 

Four insertions a week are sched- 
uled, two for Crackels and two for 
puffed grains. 


Patterson Acquires 
“Catering World” 


Patterson Publishing Co., Chicago, 
publishers of American Restaurant 
Magazine, Modern Club and Ameri- 
can Resorts, has purchased Catering 
World. 

Part of this publication’s circula- 
tion has been combined with that of 
Modern Club, which is now known 
as Modern Club Management. The 
rest was merged with American Res- 
taurant Magazine, which will publish 
a special department on school feed- 
ing problems. 


“Times” Promotes Veit 


Ivan B. Veit, formerly head of 
the sales promotion statistical divi- 
sion, New York Times, has been 
named head of the advertising pro- 
motion department. 


Odell to General Motors 


D. H. Odell, formerly assistant ad- 
vertising manager, Frigidaire Corp., 
Dayton, O., has been appointed to a 
similar post with General Motors 
Corp., Detroit. 


Green-Brodie Move 


Green-Brodie, Inc., New York 
agency, has occupied new offices in 
the Columbia Broadcasting System 
Bldg., 485 Madison Ave. 


LUCKY STRIKE 
INSURES CHIEF 
FOR $2,500,000 


Meanwhile, Agency Seeks 
New Copy Theme 


(Picture on Page 14) 


New York, Aug. 11.—The specu- 
lative pause which American To- 
bacco Company allows its public be- 
tween campaigns was broken this 
week by the announcement that the 
company has taken out $2,500,000 
ordinary insurance on the life of 
George Washington Hill, president 
and advertising genius. 

The company cleared $46,000,000 
in profit last year, and Mr. Hill’s 
share in producing this is attested 
by the current action. The initial 
premium is said to have been about 
$100,000. The cost will be reduced 
$15,000 or so by dividends. 

The Lucky Strike “Do You In- 
hale?” campaign has helped sales 
and set a record in interest in the 
art, but will be abandoned shortly 
for an entirely new theme. 

This decision follows the adver- 
tising principle of Mr. Hill, who be- 
lieves advertising of a popular priced 
cigarette must be news and that 
even the best story wears out 
quickly after three months’ use. 

Ten weeks is his limit for a news- 
paper campaign, and he thinks a rest 
interval of equal length, during 
which consumers can speculate as 
to what Lucky Strike will do next, 
is usually advisable. 


Mr. Hill’s Philosophy 


Executives of the advertising de- 
partment and the agency, Lord & 
Thomas, are now at work on Mr. 
Hill’s standing instructions to de- 
velop a new idea as good as “Reach 
for a Lucky instead of a sweet,” 
which he considers the best cigarette 
campaign of all time. This means 


that “highly controversial” heads 
the specifications. 
Lucky Strike will ignore the 


highly provocative claims of com- 
petitors. Mr. Hill thinks the wise ad- 
vertiser ignores competitors’ broad- 
sides. 

An unforeseen result of the Lucky 
Strike series has been to boom the 
sale of art to other advertisers. 
They have attributed the rapidity 
with which the public seized “Do 
You Inhale?” as a byword, to the 
extraordinary human interest of the 
John LaGatta illustrations. 

Some believe the success of the 
LaGatta illustrations marks the be- 
ginning of a new trend away from 
sophistication in advertising illustra- 
tions. Mr. LaGatta was given a free 
hand in the Lucky Strike commis- 
sion, being admonished only to avoid 
snobbishness. His price for the 20 
drawings needed was the highest, 
but every one he submitted was ac- 
cepted without change. 

Famous as an illustrator of fic- 
tion, he followed the conventional 
method of reading the story and 
drawing pictures to sell it. He 
achieved the desired democracy at 
no sacrifice of human interest by 
omitting backgrounds altogether, as 
only an opulent atmosphere would 
have harmonized with the quality 
and attire of his subjects. 


Ready-Made Houses 
Planned by Lumbermen 


Plans to offer competition to steel 
fabricated houses with ready-made 
wooden structures were outlined at 
. meeting of Southern Pine Associa- 
tion. 

The association is studying designs 
for standard walls and other sections 
of houses which can be made at the 
mills and shipped to retailers ready 
for assembly. 


Dariron Appoints 
Duriron Co., Dayton, O., acid-re- 
sistant pipe, pumps, valves, etc., has 
placed its account with Robbins & 
Pearson Co., Columbus, O. 
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MOTHER — 
IVE GOT To 
HAVE iT !! 


| | CHEMISTRY SET FOR. 
—| CHRISTMAS? AND THAT 


(MINY CRICKETS, AM | | 
GOING TO GET THAT 


TRAINTAND THis Bike? | 
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SOCN A® | GET THESE 


IIT | CATALOGUES, I'LL GO 
TO WORK ON MOTHER 


\ 


Careful surveys and estimates show that readers of boys’ 
magazines will this year receive as Christmas gifts mer- 
chandise costing in excess of five million dollars. This 
merchandise will not be spontaneously bought. The money 
spent will be directed into certain definite channels by the 
bovs themselves. 


The nearly one million boys who subscribe to boys’ maga- 
zines come from families with far more than average in- 
come. These boys consider the fall issues of their maga- 
zines as buying guides. From the advertisements in these 
magazines they form their lists of Christmas “demands.” 


THIS ISTHE ONE | WANT 


FOR CHRISTMAS, PP 
(3 


DAD, DONT FOR- 
GET THE NAME ‘ 


AND MODEL. Dy 
yr 
M' + Q 
Be cata? A 


i oe 


a. 
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With great industry the boys answer the advertisements 
and secure catalogues. We estimate that last year ad- 
vertisers in boys’ magazines received more than seven 
hundred thousand such requests. These catalogues and 
folders are awaited eagerly, impatiently by the boys. 
Immediately they are received, the good work begins. 


Nou SEE.MA, 


TO HAVE IT. 
PROMISE ILL 
GET IT FOR 
CHRISTMAS a 


I'VE ust GOT 


{} WONT PROMISE 
ANY SUCH THING, 
—ER- WHATS THE 
NAME OF THATS 
TRAIN AGAIN: 


SORRY BUT OUR SON AB— 
SOLUTELY INSISTS ON 
THIS ONE — HE SAW IT” | 


ADVERTISED. [— 


— 


Ll 


Boys are teasers. They are go-getters. They know what 
they want and they go after it. Readers of The Open 
Road for Boys Magazine are as busy with their sales talks 
in the weeks before Christmas as any candidate for office 
in the weeks before election. 


MIGHT AS WELL GET 
WHAT THE Boy ASK> 
FOR. CHRISTMAS COME? 
ONLY ONCE A YEAR! 


THANKS DAD AND MA— YOu 


"teeagarnheo 


Even when times are hard, few parents have the courage 
to deny their children at Christmas time. Then, if ever, 
the elastic is taken off the bank-roll. Father and mother 
try to outdo each other to please their son Christmas 
morning. 


YES,SON, AND welS 
SENT SOME OF 7 
THE SAME 
THINGS TO & 
YOUR COUSIN yy 
JOE, TOO. pi) 


ee | 
— Sasa 
| ¢ : 
Ss on0caQge ed 
Sess * 
S>— So 
The huge Christmas gift market is available to advertisers 
in The Open Road for Boys Magazine. It is not a question 
of expenditure, but a sure formula of laying down one 


dollar to make two—and quickly. Immediate profits are 
available. The formula is tried and true. 


BOSTON CHICAGO 
E. A, Piller James T. Carr 
130 Newbury St. 307 N. Michigan Ave. 


L. S$. GLEASON, Advertising Manager ' 
122 East 42nd Street, New York City 


ROCHESTER 
Paul F. Herrick 
823 Powers Bldg. 


LOS ANGELES 
Hallett E. Cole 
846 So. Broadway 
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New Paper Gets 
A Tailor-Made 
Mailing List 


New York, Aug. 11.—Metropolitan 
Mothers’ Guide, to be published from 
October to June, will be sent to 
names provided by several hundred 
private schools in and near New 
York. 

The magazine will also be mailed, 
through the co-operation of local 
school systems, to 25,000 mothers of 
children attending public schools in 
wealthy suburbs. 

George J. Hecht, publisher of The 
Parents’ Magazine, will publish the 
new paper. Mrs. Clara Savage Lit- 
tledale, editor of The Parents’ Maga- 
zine, will be supervisory editor of 
Metropolitan Mothers’ Guide. 

A number of child experts have 
become advisory editors. Grace B. 
Parke will be Eastern advertising 
manager. 


Milwaukee Club Adds 
14 New Members 


Fourteen new members have 
joined Milwaukee Advertising Club. 
They are: D. R. Collins, C. A. 
Brocker, H. Eugene Schroeder and 
V. G. Brettman, Fowle Co.; Bernard 
H. Fry, Milwaukee Journal; R. A. 
Shilbauer, Schroeder Engraving Co.; 

Cc. W. Lawrie, Wisconsin Daily 
Newspaper League; D. F. Breslauer, 
Meyer-Rotier-Tate Co.; G. F. Wam- 
ser; F. H. Casey, Wadhams Oil Co.; 
Cc. W. Marks, General Outdoor Ad- 
vertising Co.; R. N. Well, station 
WISN; E. J. Stefen and T. H. Davis. 


National Lead 
Will Ship by Rail 

Directors of National Lead Co., 
New York, have adopted a resolution 
favoring rail transportation for all 
shipments under the company’s con- 
trol. 

The action was taken “in recogni- 
tion of the importance of the welfare 
of the railroad industry as a factor 
in any general economic recovery.” 


UNIQUE 
RADIO 
BROADCAST 


now available 
to six non-competitive 


advertisers 


A thoroughly tested radio 
feature of proved popularity and sell- 
ing efficiency is now available over a 
national chain. 

Nightly broadcasts, each for one of 
six non-competitive advertisers, will 
be so handled as to create, build and 
sustain a larger listening audience 


. than would be possible with a once-a- 


week program. 

Each will be distinctive and indi- 
vidual—complete in itself—yet gain- 
ing strength and popularity through 
the “companion” broadcasts. 

Of special interest to new or old 
advertisers of food products, bev- 
erages, confections, shoes. 

Program costs are very low. 

Details and a sample audition in 
private studio will be given you, with- 
out any obligation on your part. 

Information obtainable through 
William U. Gaver, care of The John 
Price Jones Corporation, 150 Nassau 
Street, New York City. Telephone: 
BEekman 3-1981. 


LORD & THOMAS’ 
CANADIAN CHIEF 
DIES SUDDENLY 


Toronto, Ont., Aug. 11.—William 
Findlay, president of Lord & Thomas 
of Canada, Ltd., and vice-president 
and director of Lord & Thomas, 
Chicago, died suddenly here Aug. 9 
from a heart attack. He would have 
been 56 years old Aug. 21. 

Mr. Findlay’s sudden death came 
as a shock to his associates here and 
in Chicago, where he had been on 
business within the past two weeks. 
He was then apparently in the best 
of health. 

Serving a long apprenticeship in 


.the newspaper field, he was largely 


responsible for the introduction of 
American newspaper methods into 
Canada. Mr. Findlay organized the 
William Findlay Co., Ltd., a general 
advertising agency, in 1926, and be- 
came associated with Lord & 
Thomas when the two agencies af- 
filiated. 

His newspaper career started in 
1895, when he joined Barrie (Ont.) 
Examiner as a reporter. In 1901 he 
became circulation manager of 
Toronto Daily News, leaving that 
post to become business manager 
and partner, Ottawa (Ont.) Free 
Press. 

In 1917 he became business man- 
ager and partner, Ottawa Journal, 
and returned to Toronto in 1919 as 
business manager of Toronto Globe. 

Mr. Findlay was a pioneer in the 
movement for good roads in Canada, 
and devoted much of his time to 
membership on various commissions 
advocating this movement. He was 
at one time justice of the peace for 
York and Carleton Counties, Ont., 
and served three terms as an alder- 
man in Ottawa. 

Mr. Findlay belonged to National, 
Rosedale Golf and Queen’s Own 
Rifles clubs, Toronto, and Ottawa 
Rowing Club. He is survived by his 
widow, two daughters and a son. 


Coles Heads Fashion Show 


Ross Coles, Ed. Schuster & Co., 
Milwaukee, has been appointed 
chairman of the fall fashion show 
which will usher in Milwaukee’s 
autumn selling season Sept. 12 with 
simultaneous unveiling of display 
windows and merchandise in ready- 
to-wear and department stores. 


Laundries Have Contest 


A letter writing contest on the ad- 
vantages of having a laundry do 
washing and ironing is being con- 
ducted for 15 Milwaukee laundries 
by Allen Rieselbach. 


Offer Free Tickets 


Terre Haute (Ind.) Tribune-Star 
is offering free theater tickets to 
anyone using the service of adver- 
tisers in the paper’s Business Serv- 
ice columns. 


Hellickson’s New Post 


George Hellickson, formerly with 
Webb Publishing Co., St. Paul, has 
been appointed editor and general 
manager of Dickinson (N. D.) Daily 
and Weekly Press. 


Tim Thrift Resigns 


Tim Thrift has resigned as assist- 
ant sales manager in charge of ad- 
vertising and sales promotion of 
American Sales Book Co., Elmira, 


N. 


A. & P. Pays Extra 


Great Atlantic & Pacific Tea Co. 
has declared the usual extra divi- 
dend of 25 cents and regular quar- 
terly dividends of $1.50 on common 
stock and $1.75 on preferred. 


Has Kaffee Hag Coffee 


Kenyon & Eckhardt, Inc., New 
York, has been appointed for Kaffee 
Hag Coffee by the Kellogg Co., Battle 
Creek, Mich. 


Faraday Uses Posters 

General Motors Corporation is 
starting an outdoor campaign for 
Faraday, its gas refrigerator, through 


Geyer Company, Dayton, O 


PROMOTED BY G. M. C. 


ae 2] 


William W. Lewis, new director of 
the advertising section, General 
Motors Corp., Detroit. 


TEXACO PLAYS 
GOOD SAMARITAN 


New York, Aug. 11.—Receipt of 
thousands of letters from motorists 
thanking the company for aid ex- 
tended by drivers of its trucks was 
acknowledged on the Texas Com- 
pany’s radio program Tuesday night. 

It was explained that drivers of 
Texaco trucks are under rigid in- 
structions to extend any possible aid 
to motorists who are having diffi- 
culty of any kind. Even if a motor- 
ist is merely changing tires, the 
Texaco man must, under his orders, 
pull his truck to the side of the road, 
climb down and help. 

While drivers who have enjoyed 
this unusual service are loud in their 
praises, motorists who have merely 
noted the care with which Texaco 
trucks observe the rules of the road 
are equally vociferous. 

“When signalled by a faster mov- 
ing vehicle,” says the Texaco code, 
“pull to the right of the road 
promptly to allow it to pass.” 

Texaco trucks are easy to identify 
and any beneficiary under this policy 
has no trouble in knowing what 
brand to buy next time. 

“Merely a logical and effective 
tie-in with our advertising,” ex- 
plained George W. Vos, superintend- 
ent of the advertising division. “One 
road hog on a truck cancels hun- 
dreds of lines of advertising. One 
considerate driver of a Texaco truck 
makes many new users of Texaco 
Fire-Chief gasoline.” 


G. E. Refrigerator to 
Launch $700,000 Drive 


Electric refrigeration division of 
General Electric Company plans a 
fall drive for business with a $700,- 
000 advertising campaign. 

Metropolitan dailies will get the 
bulk of the appropriation. 


Simpson Has New Post 


Morton Simpson, at one time a 
partner in Sparrow Advertising 
Agency, Birmingham, has joined 
Loveman, Joseph and Loeb, Birm- 
ingham department store, as adver- 
tising and sales promotion director. 


Promote Resorts 


B. G. Leighton, Virginia, Minn., 
has been appointed to handle adver- 
tising of Arrowhead Association, to 
popularize the Arrowhead country 
as an all-year vacation land. 


Advertise New Orleans 


Fitzgerald Advertising Agency, 
New Orleans, has been appointed to 
handle advertising of Five-Point 
Plan of New Orleans Association of 
Commerce. 


George Starts Agency 


Walter W. George, for 15 years ad- 
vertising manager of Police Gazette, 
has formed an advertising agency 
specializing in mail order work at 
5 Beekman St., New York. 


PHOTOGRAPHERS 
CHANGE NAME T0 
INTERNATIONAL 


Cedar Point, O., Aug. 10.—Chang- 
ing its name to International Photog- 
raphers Association, more accurately 
to portray its scope, Ohio-Michigan- 
Indiana Photographers’ Association 
held its convention here last week. 

William Ganson Rose, Cleveland 
advertising man, provided the fea- 
ture address, “Tell It and Sell It with 
Pictures.” He urged closer co-opera- 
tion between the agency and photog- 
rapher and named eight things the 
former expects: 

Promptness; photographs which 
are clear, practical and impressive; 
artistic work with a touch of inspira- 
tion which lifts the picture above the 
ordinary; a wide selection of models, 
the lack of which has forced many 
agencies to turn to New York and 
Chicago; helpful suggestions; rea- 
sonable prices and a co-operative 
spirit. 

On the other hand, Mr. Rose said, 
the agency can usually learn a good 
deal from the photographer. The 
general tendency is to take up too 
much of his time without proper re- 
muneration. 


Smith New President 


Oscar W. Smith, Sr., 
Ind., was elected president of the as- 
sociation, succeeding Kenneth 5S. 
Spencer, Detroit. Others chosen were 
Don Wallace, Dayton, O., first vice- 
president; Frank S. Hinkston, De- 
troit, second vice-president; Charles 
Abel, Cleveland, secretary; H. C. Mc- 
Mullan, Cleveland, treasurer. 

The annual exhibit attracted 2,000 
photographs from ten countries. The 
following won awards in the com- 
mercial class: 

Architectural interior, Byron Co., 
New York; exterior, Sutcliffe Studio, 
Cleveland; industrial interior, 
Raphael Wolff, Chicago; exterior, 
George Ebeling, Ford Motor Co., 
Dearborn, Mich.; residence interior, 
Lowrey Sills Studio, Cleveland; ex- 
terior, Frank E. Geisler, Beechhurst, 
| oe &. 


Illustrative still life, R. H. Tes- 


reau, General Electric Co., Cleve- 
land; illustrative models, Lawson 
Studio, Chicago; banquets, Koss- 


Ertler Studio, Cleveland; aerial, Wm. 
Kuenzel, Detroit; night photography, 
Hedrich-Blessing Studio, Chicago; 
show windows, R. H. Tesreau, Gen- 
eral Electric Co., Cleveland; 
Pictorial, Stewart Tompkins, Mel- 
bourne, Australia; sports, Zoltan 
Herezegh, Cleveland; technical and 
microscopic, Lewis L. Schmidt, 
Rockefeller Institute, New York; 
general commercial, Daniel Masclet, 
Paris, France; colored commercial 
prints, R. E. Schimansky, Germany; 
design, E. V. Wenzele, Delco, Pa. 


Blue Ribbon on N. B. C. 


Premier Malt Extract Co., Chi- 
cago, which has been on Columbia 
Broadcasting System with Ben 
Bernie and his orchestra, will use 
National Broadcasting Company with 
resumption of its broadcast in the 
fall. The agency is Matteson-Fog- 
arty-Jordan Co. 


Cookie Is Back 


Sehl Advertising Agency, Chicago, 
has started a local radio program for 
Mamma’s Homemade Cookies, sub- 
sidiary of Mickelberry’s Food Prod- 
ucts Co. No song less than 15 years 
old will be sung. 


Kraff Moves Offices 


Kraff Advertising Agency, Minne- 
apolis, has moved to larger quarters 
in Minnesota Northern Power Bldg. 
Domestic foreign language and 
Latin-American departments have 
been added. 


Piano Makers Merge 


Aeolian Company and American 
Piano Company, two of the largest 
makers of musical instruments in 
the country, have consolidated as 


Aeolian American Corp. 


Columbus,|  __ 


Resume ‘True 
Experiences’ 


With October 


New York, Aug. 11.—Indicating 
confidence in improved prospects for 
business, Macfadden Publications 
will resume publication of True Ez- 
periences with the October issue. 

Publication was suspended this 
spring because of uncertainty as to 
business conditions and the desire 
to concentrate on other magazine 
properties. Peak circulation was at- 
tained in April, 180,000 copies being 
sold at 10 cents. 

Advertising in the magazine will 
be sold individually, the rates being 
the same as for the sister publica- 
tion, Dream World. The closing 
date for the October issue will be 
Aug. 15. The former price of 10 
cents a copy will be continued, and 
the format will be similar to the 
April issue. 

As heretofore, Gilbert L. Parks 
will be advertising manager. 


Appoint Newell-Emmett 

Newell-Emmett Co., New York, 
has been appointed advertising coun- 
sel by Copper & Brass Research As- 
sociation. 


N.E.A. Picks New Orleans 


Coming back to the city of its 
birth, National Editorial Association 
will hold its golden jubilee conven- 
tion in New Orleans in 1935. 


y 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;+ 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
BBBAAALAALAAADA 


. . . bought 
and paid for 


In 1931 Iowans paid more 
than $2,600,000 for their sub- 
scriptions to The Des Moines 
Register and Tribune. No 
circulation contests. No pre- 
miums. No high pressure 
circulation schemes. Intense 
reader interest makes this 
newspaper unusually produc- 
tive for advertisers. 


@ 245,241 A.B. C. 
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LEAVES "POPS" 


A. J. Murphy, who has resigned as 
director of sales of Foodtown 


Kitchens, Inc., Chicago. He se- 
cured wide distribution for Wheat 
Pops and Rice Pops in fast time 
and will join a big Eastern food 
manufacturer, it is rumored. 


POSTAL GUIDE 
TO GIVE LISTS 
OF BOX HOLDERS 


Washington, D. C., Aug. 11.—The 
1932 edition of the Official Postal 
Guide, to be issued Sept. 1, will 
make it possible for advertisers to 
circularize 60,000,000 rural inhabi- 
tants, or about half of the country’s 
population. 

In the past, rural listings in the 
guides have tabulated only the num- 
ber of routes in each county of each 
state. The new guide will contain 
a complete list of the number of box 
holders on each route. 

An advertiser wishing to cover a 
certain county can refer to the 
guide, obtain the number of box 
holders on each route, and address 
his mailings to each box number on 
every route. 

If there are 189 box holders on a 
certain route, for example, the 
mailer can address 189 letters to 
“Box No. 1,” “Box No. 2”. and so on 
up to “Box No. 189,” thus reaching 
every family on the route. 

The Department has considered 
making up such a list, and has had 
numerous suggestions from adver- 
tisers and other business houses as 
to how it should be done. 

During the last four months the 
Department has received from all 
postmasters the number of box hold- 
ers on each route. This information 
has been compiled and tabulated, 
and is now in the hands of the 
Public Printer, where it is being in- 
corporated in the new guide. 

Heretofore an advertiser wishing 
to cover a certain county of any 
State had to write to several post- 
masters, obtain from them a list of 
rural box holders in that county, 
then send out his mailing. 


R T. O’Connell Joins 
Calkins & Holden 


R. T. O’Connell, formerly vice- 
President and secretary of the Carter 
Advertising Agency, New York, has 
joined Calkins & Holden, Inc. 

Among other accounts he will con- 
tinue to direct are Hickok Mfg. Co., 
Rochester, N. Y.; National Silk Dye- 
ing Co., Paterson, N. J., and S. Rauh 
& Sons, New York. 


Bornman Leads Golfers 


Fred Bornman, C. C. Hood and D. 
W. Bay were low score winners in 
the Adcraft Club of Detroit golf 
tournament Aug. 9. 


Agency for Republicans 

Republican party of Nebraska has 
appointed Ear] Allen Co., Omaha, to 
handle its advertising in the forth- 
Coming campaign. 


Watts Is Manufacturer 


Don Watts, president of Don Watts 
Advertising Agency, Tulsa, Okla., 
is vice-president of Van-A-Tee Gar- 
ment Co., Tulsa, which has been 
organized to manufacture wash 
dresses. His company will handle 
the advertising. 


Paasche Has Agency 
L. G. Maison & Co., Chicago, has 
been appointed to direct advertising 
of Paasche Airbrush Co., Chicago. 
Business papers and direct mail will 
be used. 


Dalton Edits “Motor’’ 


James Dalton, industrial editor of 
Motor, New York, since 1924, has 


Health, Youth, 
In Public Eye, 
Nystrom Finds 


Chicago, Aug. 11.—The future of 
all business depends upon learning 
more about consumers and what 
they want before production is 
undertaken, instead of trying to 
“create demand,” Paul H. Nystrom, 
professor of marketing, Columbia 
University, told the 22nd _ semi- 
annual meeting of the Interstate 
Merchants Council this week. 

Dr. Nystrom said the desire for 


taking place. Interest in health is 
another. The desire for amusement 
and the rising popularity of sports 
are others. 

He commented on the gradual de- 
velopment of a critical attitude to- 
ward business, which he said has 
been accompanied by a loss of faith 
in advertising. 


New Pastimes Found 


Shopping has declined in popu- 
larity as a pleasant pastime, he said, 
customers having found more inter- 
esting things to do with their leisure 
time. 

Finally, he finds a deep-seated in- 
terest in beauty, consumers showing 
marked development in appreciation 


Falk Promotes Two 


L. A. Graham has been appointed 
sales manager of Falk Corp., Mil- 
waukee, and M. A. Carpenter has 
been named sales promotion man- 
ager. Several new products have 
been added to the company’s line of 
gears, speed reducers, etc. 


Heads Westinghouse Unit 


J. W. Speer has been named man- 
ager of the commercial air-condition- 
ing department of Westinghouse 
Electric & Mfg. Co., East Pittsburgh, 
Pa. 


Start “Southern Salesman” 


F. B. Cummins and L. B. Sterne 
will start Southern Salesman at 142 


been appointed editor, succeeding | #24 interest in youth are important 
Ray W. Sherman, resigned. 


of art as applied to personal appear- 


psychological changes which are 


ance and home furnishings. 


in October. 


Eighth avenue, N., Nashville, Tenn., 


“MAY I SPEAK TO THE COLONEL?” EVERY man in this group is a very busy man. 


= |+ ra 


Scene: New Orleans, a few years after 


the Civil War. A stranger strolled into 
a newspaper's “‘city room”. Found four 


reporters dashing off copy for an extra. 


“May I speak to the Colonel?” asked 


the stranger. 


All four reporters leaped to their 
feet. All four had been officers 
in the Confederate Army. 


yr USY as those men were, they 
all responded. For, whether 


he knew it or not, the stranger 
had applied one of the soundest 


principles of selling—and of advertising. 


HE had chosen the right appeal and he had 
addressed it to the right group. 


HEN you advertise to business leaders, you 

find them already grouped for you—in The 
Business Week. However diversified their outside 
interests—yachting, golf, hunting, or what you 
will—there’s still one thing that holds the attention 
of all of them. That, of course, is business. Bring 
them news vital to their business and you'll find 
one and all of them alert to listen. The rapid rise 


of The Business Week proves that/ 


Responsibilities to his business absorb him 


during office hours. For this man may be an officer 


E> 
oa 


or director in from one to forty 
companies. And during his 
“idle” hours (if he has any), he 
is absorbed by big responsibil- 

ities to his fam- 


ily and to his 


friends—and 
by the 
spending of the income 
with which he meets these 
personal responsibilities. For 


after all this man is a hu- 


desire but the means to enjoy life on the grand scale. 


HE companies that sell to this man will tell 

you that today, of course, he is harder to sell— 
but he cs being sold. They'll tell you that today 
more than ever he is looking for solid worth in the 
things he buys. Whether he’s buying for his busi- 
ness, his country club, his home or his wardrobe, 
he’ll buy only those things on which he is thor- 
oughly sold as being essential to him. But that’s 
the job of advertising—to interest him in the real 
worth of your product or service—to make him 


want to buy it. 


ALK to this man today. Keep talking to him— 
and other leaders of business 52 times a year, 
through the one publication they are sure to read 
—the one publication that offers you the time- 


liness of a one-week-from-closing-to-reader service. 


THE BUSINESS WEEK 


man being with not only the - 
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Extend Territory 


Fenger-Hall Co., which has served 
as Pacific Coast representative of 
Santa Barbara (Calif.) Daily News 
for ten years, has also been ap- 
pointed Eastern representative under 
the News’ new policy of unified rep- 
resentation. 


A. B. Messer Passes Away 


Adelbert B. Messer, manager, For- 
eign Language Newspaper Service, 
Chicago, died at his lodge in New 
England this week. He was director 
of the foreign language division of 
the republican national committee in 
1920, 1924, and 1928. 


Jackson in New Post 


Marion V. Jackson, formerly with 
Gray-Ketterer-Hansen, Detroit, has 
joined Art Printing Plate Co., De- 
troit. 


Part-time 
Advertising 
Representative 


Thoroughly experienced ad- 
vertising salesman can repre- 
sent a class or trade publica- 
tion in the Middle West. 
Has wide acquaintance 
among advertising agencies 
in territory and can do an ef- 
fective job for editorially 
sound publication. 


Commission basis. 

Box 146 
Advertising Age 
537 S. Dearborn St. 
Chicago 


[LLusTRATE an ad 
—and double its pull- 
ing power.  "‘Illus- 
trate" radio in the 
dealer's store or 
window—and watch 
the sales curve 


mount! 
® 
EINSON-FREEMAN CO, '8& 
LITHOGRAPHERS 


Specializing 


Ns and 


store display 


advertising 


NEW YORK .. Starr & Borden Aves., Long Island City 
a eearan Wrigley Building 
BOSTON, MASS........ 302 Park Square Building 


Hs Many... 


are the advantages of liv- 
ing at the Winthrop that 
we hope you'll drop over 
and get acquainted. 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


GLORIFYING PHILCO RECEIVER ON THE BOARDS 


a 


be 


| 


This poster, shortly to appear throughout the country, was designed by Outdoor Service, Inc., 


Philadelphia. - 


Ambiguity Is 
Dispelled by 


Canada’s Law 


(Continued from Page 1) 


discrediting the wares of a competi- 
tor or the calling of public attention 
to his wares in a way that might 
create confusion becomes a crime 
subject to the penalties of the Act. 
References to competing lines will 
be difficult to handle under this bill. 

A specific list of trade marks and 
symbols that must not be used is 
given. All references to Royal Arms 
or crests of any province or cor- 
poration are prohibited. Flags, 
arms, or emblems of Canada or any 
other country or imitattons thereof 
must not be used. The emblem of 
any fraternal society having a legal 
existence in Canada is prohibited. 
Of particular interest is the deletion 
of the portrait or signature of any 
person who is living or has died 
within thirty years. 

A word mark, provided it does not 
contain more than 30 letters or 
numerals divided into not more than 
four groups, may be registered. It 
must also avoid the name of the per- 
son, firm or corporation. 


Restrictions on Marks 


A feature of this Act is the equal 
emphasis placed upon the French 
language. It provides that all word 
marks be equally descriptive in sight 
and sound to an English- or French- 
speaking person. 

Furthermore, the word may not 
be such as to suggest the name in 
French or English of some feature 
of a design mark already registered 
for use on similar wares. 

As regards application for regis- 
tration, priority may be secured by 
foreign registration provided the ap- 
plicant deposits with the Canadian 
Registrar, within six months, a writ- 
ten request, setting out the date 
upon which the earliest application 
was made in any country of the 
union. 

To preserve this right of priority, 
the applicant shall, within three 
months, after the above procedure, 
deposit with the Canadian Registrar 
a copy of every prior application re- 
lied upon, certified by the office in 
which it was made. 

If not in English or French, a 
translation must be submitted. The 
cost of registering a trade-mark is 
$25, or $15 for an application to 
renew an expiring registration. 


Grisell in New Work 


T. O. Grisell, former president of 
Neidich Viscose Co., and previously 
director of marketing, Batton, Bar- 
ton, Durstine & Osborn, New York, 
has been appointed secretary of 
Pennsylvania Grade Crude Oil Asso- 
ciation, Oil City, Pa. He succeeds 
Rodney J. Alexander, resigned. 


Revise Bureau Charges 


Minnesota Editorial 
now charges 25 per cent to members 
for whom it secures national or state- 
wide advertising. Out of this the 
association pays agency commissions. 


Association’ 


N. Y. FINANCIAL 
AGENCIES PLAN 
TO CONSOLIDATE 


New York, Aug. 11.—Contracts 
have been signed, subject to ratifi- 
cation by their respective stockhold- 
ers, by controlling interests of Al- 
bert Frank & Co. and Rudolph Guen- 
ther-Russell Law, Inc., under which 
the two agencies will merge as Al- 
bert Frank-Guenther Law, Inc. 

Main offices will be in the new 60 
Wall Tower Building, where the en- 
tire 24th floor will be occupied. 
Branch offices will be maintained in 
Boston, Philadelphia, Chicago and 
San Francisco, with correspondents 
in London and Berlin. 

Rudolph Guenther will be chair- 
man of the board; Frank J. Rey- 
nolds, president; Russell Law, chair- 
man of the executive committee; 
John H. Schwarting, first vice-presi- 
dent; S. A. Speake, controller; 
James McKay, treasurer; Robert J. 
Herts, vice-president and secretary; 
E. G. McAdie, assistant secretary. 


Personnel of Agency 


The executive committee will con- 
sist of Messrs. Borst, Cevasco, Cor- 
rigan, Guenther, Herts, Law, Rey- 
nolds and Schwarting. 

On the board of directors will be 
George Borst, Curtis N. Browne, Vic- 
tor J. Cevasco, Emmett T. Corrigan, 
Frank D. Cruikshank, E. W. Kim- 
melberg, Louis H. Strouse and 
Messrs. Law, Reynolds and Schwart- 
ing. 

Albert Frank & Co. was estab- 
lished in 1872 by Albert Frank, then 
a banker, who recognized the need 
for expert knowledge in financial ad- 
vertising. The present firm name 
was adopted in 1893, when James 
Rascovar joined the firm. 

He became its head upon the death 
of Mr. Frank in 1901, serving as 
president of the company, which he 
incorporated, until his death in 1916, 
when Frank J. Reynolds, grandson 
of the founder, was elected to the 
presidency. 

Rudolph Guenther-Russell Law, 
Inc., was formed in 1919 by a con- 
solidation of Rudolph Guenther, Inc., 
and Russell Law. The Guenther 
agency dates back to 1897, that of 
Law being established in 1913. In 
1917, the Russell Law agency ac- 
quired the Doremus & Morse agency. 

The agency will own and operate 
a typographic plant, with complete 
printing facilities. 


McClure Re-elected 


W. Frank McClure, vice-president, 
Carroll Dean Murphy, Chicago, was 
re-elected trustee of Chautauqua In- 
stitution, Chautauqua, N. Y., at its 
annual meeting. 


Appoint Mogensen 


Marysville (Cal.) Appeal-Democrat 
has appointed M. C. Mogensen & Co., 


as national representatives. 


‘Woman's World’ 
Cuts Its Rates; 
Produces Guide 


Chicago, Aug. 12.—Rates on Wom- 
an’s World, Chicago, will be reduced 
from $6 to $5.10 a line, and from 
$4,040 a page to $3,400, effective 
with the October issue. Circulation 
guarantee is reduced from 1,200,000 
to 1,100,000. 

As an additional service to adver- 
tisers, Woman’s World is giving all 
advertisers who used space in any 
issue from January, 1931, to Septem- 
ber, 1932, free listings in its recently 
published “Shopping Guide,” 300,000 
copies of which it expects to sell to 
subscribers within a year. 

The Guide is the newest publica- 
tion of Woman’s World Service Li- 
brary, and contains practical infor- 
mation and pointers on buying food- 
stuffs, furnishings, cosmetics, cloth- 
ing, etc. 

All advertisers using a total of one 
page or more in one year within the 
period mentioned are given a 100- 
word message of factual copy in the 
Guide. This copy is not segregated 
from the text, but is presented in 
“boxes” scattered through the edi- 
torial material. 


Billings Joins KSTP 


Ford Billings has joined Station 
KSTP, Minneapolis, as sales man- 
ager. Edward P. Shurick has been 
promoted to manager of the Minne- 
apolis division, and M. E. Breen has 
been appointed eastern representa- 
tive, with offices at 420 Lexington 
Ave., New York. 


Stodghill Commissioned 


Howard W. Stodghill, Jr., son of 
the business manager of Louisville 
Courier-Journal and Louisville Times, 
was one of 40 graduating cadets pre- 
sented with commissions at the re- 
cent exercises at Purdue University. 


J. O. Crowell Dead 


Jeremiah O. Crowell, vice-presi- 
dent and secretary, Thomas Y. Crow- 
ell Publishing Co., New York, died 


Aug. 10 following a long illness. He 
was 60 years old. 
Lippman Forms Club 
Virginia, Minn. business men 


have enlisted the aid of B. M. Lipp- 
man, president, Hibbing, Minn., ad- 
vertising club in formation of a local 
club. 


Sport Papers Merge 
Arcadian Magazine, Eminence, Mo., 
and Swapper-Sportsman, Detroit, 
have been purchased by All Out- 
doors, Los Angeles, and merged with 
that publication. 


Lee Boyd Promoted 


Lee Boyd, advertising manager, 
James Vernor Co., Detroit, has been 
appointed sales and advertising 
manager. 


Introduce New Product 


Perfect Circle Co., Hagerstown, 
Ind., will introduce a new product 
about Sept. 1 to be sold by the exist- 
ing distributing system. Intensive 
advertising is planned. 


CUT-RATE DRUG 
STORES CALLED 
PUBLIC MENACE 


New York, Aug. 11.—An attack on 
cut-rate drug stores which specialize 
in widely-advertised staples and are 
not operated by registered pharma. 
cists was opened here following or- 
ganization of the League of Kegis- 
tered Pharmacists. 


Aaron Spanier is president and P, 
J. Schor, Jackson Heights, secretary, 
Membership will be confined to the 
metropolitan area until the effective 
ness of the projected program is de- 
termined, when it is planned to make 
the organization nation-wide. 

The first official act was to ask 
the city’s Health Commissioner for 
stricter enforcement of the law com- 
pelling manufacturers of drugs, pat- 
ent medicines and remedies to sub- 
mit their formulas to the Board of 
Health for approval before placing 
them on the market. 


Would Regain Dignity 


Mr. Schor said the fundamental 
interest of his colleagues lay in re- 
moving the necessity of pharmacists 
who conduct their own business to 
operate restaurants, book, toy, dry 
goods and miscellaneous depart- 
ments, thus sacrificing the dignity 
with which the profession was once 
invested. 

“No registered apothecary wants 
to sell sandwiches and toys,” he 
said, “but we have no alternative. 
The cut-rate stores have taken away 
the business that once gave us the 
greatest profit. 

“Aside from any selfish economic 
standpoint, the cut-rate shops con- 
stitute a menace to the public’s 
health,” he asserted. 


STRENGTH 


AND 


STABILITY 


are vital essentials of all 
institutional advertising. 
And every institutional 
message in order to suc- 
ceed must convey this 
impression in appear- 
ance as well as thought. 
Specialists in type, we 
know how to make 
institutional messages 
‘‘ get across.” 


Ben C. Pittsford Co. 


Advertising 
Typographers 
605 South Clark . Chicago 
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$0. IN JOINT 
CAMPAIGN FOR 
NEW MOTOR OL 


EssoLube Is Called ‘‘Five- 
Star Lubricant’ 


New York, Aug. 11.—The Standard 
Oil Company of New Jersey and its 
three subsidiaries, Colonial-Beacon 
Oil Co., Standard Oil Company of 
Pennsylvania and the Standard Oil 
Company of Louisiana, will begin 
their first joint campaign August 18 
on a new motor oil, EssoLube, pro- 
duced by a patented process con- 
trolled by the parent company. 

The advertising, directed by Mc- 
Cann-Erickson, Inc., involves the use 
of approximately 700 daily and 
weekly newspapers and 10,000 24- 
sheet poster panels in the Eastern 
half of the United States. 

Key copy for newspapers will be 
1,500 lines, and space orders will 
embrace from six to eleven inser- 
tions of varying sizes to appear in 
a 10-week period. The outdoor cam- 
paign, comprising three posters, will 
last three months. 


Called Perfect Oil 


Copy will hail EssoLube as the 
first oil to embody the five essential 
characteristics of the perfect motor 
lubricant. Paraffine-base or Pennsyl- 
vania oils are said to satisfy three, 
and naphthenic or coastal oils, two. 
Hydrogenation, the process which 
won for its discoverers the 1931 
Nobel Prize for Chemistry, will be 
credited by the advertisers with hav- 
ing furnished the answer to the 
problem of combining the merits of 
the two types. 

The advertising will stress the ne- 
cessity for an improved oil by saying 
that in the last ten years the auto- 
mobile has increased 22 per cent in 
speed and 50 per cent in power, a 
new type of oil being needed to stand 
up to the job of lubricating the mod- 
ern power plant. 

Reference will be made to Esso- 
Lube as “the five star oil” to distin- 
guish it from oils having only two 
or three of the essential qualities 
and which, consequently, are “two 
star oils” and “three star oils.” How 
the rating is made will be shown in 
each advertisement by a_ chart, 
which lists the five essentials as uni- 
form consistency at extreme temper- 
atures, absence of sludge, long wear, 
low carbon content and winter 
fluidity. 


Tell Story Simply 


Copy and layout avoid hysterical 
enthusiasm and reveal an effort to 
make a logical, straightforward expo- 
sition of product differences. The an- 
nouncement advertisement has as its 
only illustration five large stars, and 
describes briefly the five character- 
istics of EssoLube. 


The second concentrates on an ex- 
planation of the hydrogenation refin- 
ing process and is illustrated with a 
photograph of the 1931 Nobel Prize 
for Chemistry awarded to the Ger- 
man discoverers of hydrogenation, 
Doctors Bosch and Bergius. 

The third, which presupposes the 
development of sufficient interest to 
carry the reader through more type, 
is laid out in tabloid style and gives 
a news treatment to the subject mat- 
ter of preceding advertisements plus 
comment on the wonders of science 
in general and the possibilities of 
the hydrogenation process in particu- 
lar. 

The first poster makes a play on 
the trade name and directs attention 
to its compound origin with the 
phrase, “The Esso of Motor Oils.” 

Merchandising helps for dealers’ 
use include a gaily colored celluloid 
button several inches in diameter to 
be pinned to the uniforms of station 
attendants where it will serve as an 
animated miniature poster. 


Government 
Reports 


CENSUS OF AGRICULTURE. 

Fifteenth census of the United 
States, 1930: Agriculture, Idaho, 
statistics by counties, third series, 
type of farm. 1932. 40 pages. (Cen- 
sus Bureau.) 10c. 


CENSUS OF DISTRIBUTION. 

Fifteenth census of the United 
States: Census of distribution, re- 
tail distribution, State series, Massa- 
chusetts. 1932. 154 pages. (Census 
Bureau.) 20c. 


CENSUS OF MANUFACTURES, 


States, manufactures, 1929, State 
series, North Dakota. 1932. 5 pages. 
(Census Bureau.) 5c. 

Fifteenth census of the United 
States, manufactures, 1929, State 
series, South Dakota. 1932. 5 pages. 
(Census Bureau.) 5c. 


CHEMICAL INDUSTRY. 


The chemical industry and trade 
of Brazil. 1932. 36 pages. (Bureau 
of Foreign and Domestic Commerce, 
Trade Information Bulletin 807.) 5c. 


CONSTRUCTION INDUSTRY. 


Fifteenth census of the United 
States, 1930: Construction industry, 
State series, Massachusetts. 1932. 
60 pages. (Census Bureau.) 10c. 


OCCUPATION STATISTICS. 


Texas. 1932. 60 pages. 
Bureau.) 10c. 


POPULATION. 


Fifteenth census of the United 
States, 1930: Population bulletin, 
families, Alabama. 1932. 27 pages. 
(Census Bureau.) 5c. 

Fifteenth census of the United 
States, 1930: Population bulletin, 
families, Nevada. 1932. 17 pages. 
(Census Bureau.) 5c. 


(Census 


MacKenzie Starts Agency 
Eben J. MacKenzie has organized 
an advertising and art service to 
service the apparel industry at 1645 
Hennepin Ave., Miinneapolis. 


Place Seed Account 


Templin-Bradley Co., Cleveland, 
seeds, fertilizers and nursery mate- 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


DUNES RESORT FOR ADVER- 
TISING PEOPLE 

run by Chicago agency man—Swim- 
ming, Boating, Fishing, Sun Bath- 
ing. Golf within short distance. 
Room and three BIG meals $2.50 per 
day. Vacations $17.50 per week. Very 
low week-end rates on application. 
C. W. Edwards, GRANDE MERE 
LODGE, Stevensville, Michigan, on 


Fifteenth census of the United|rjais, has placed its account with 
Fifteenth census of the United! States, 1930: Occupation statistics, 


Fuller & Smith & Ross, Cleveland. 


4621 for Reservations. 


One Company 
Orders 284 Copies... 


PON the first announcement of a new book outlining the actual 
sales policies and methods which the founder of the National 
Cash Register Company worked out to keep his sales mounting 
steadily through good times and bad, one well-known company 
ordered four copies at once for their officers. A few days later they 
ordered fifty more for their ‘“‘key’’ men. And now—for the training 
and development of their entire sales force—comes their order for 
two hundred and thirty additional copies of this sales-building 


book, just published— 


The Sales Strategy of 
JOHN H. PATTERSON 


Founder of the National Cash Register Company 


The answer is not hard to find. Reproduced below are a few 
“‘samples”’ of the whole-hearted endorsements and comments which 
this interesting and useful book is already receiving from every 


part of the country. 


An Advertising Journal Reviews It 

“Sales executives baffled by present-day selling condi- 
tions will find of unusually timely interest and value 
the sales policies and selling strategies of this out- 
standing sales strategist.” i 

* 7. . 

Er . of Balti Cc Writes 

“. . . interesting and stimulating.” 

* 2 « 

The Adcrafter of Detroit 

“His (Patterson's) selling policies during the strenuous 
days of 1893, 1907, and 1921 are today of particular 
significance.” 


. New York Evening Post 
“This book is at once a business biography and a sales 
doctrine . . . an interesting and instructive book.” 
. ce & 


From a Publishing Executive 
“. . , splendid. A very worth-while and timely con- 
tribution to business.” . 
ee *# ¢ 
Barron’s—The National Financial Weekly 
“Sales executives who feel the pressure of selling condi- 
tions in hard times should find valuable suggestions. . ."’ 


FREE EXAMINATION COUPON 


Tue Dartne it CorporaTION 

4660 Ravenswood Avenue, Chicago, III. 

Send us on a , postpaid, a copy of “The Sales Strategy of John H. Patter- 

- We Be pond pass for payment your invoice for $3.50 or return the 

EEE fa 3.sG Fe BUTLER eR ta eere ie Pa: sd ninwereeca vaeaee . 

IIS ess sania das bbe aadoeeh knewk do ein'a vas 40:0 0 ee satsieens 

FN 80545605 COD a bia kein eee 
(Invoice to Company unless otherwise requested) AA 


Editor and Publisher 
“When you read it you realize what a leader is and see 
the meaning of the constantly repeated slogan of our 
economic critics today—‘*We need leaders in business!’ ” 

e 6 & 
From an Office Equip Manuf: 
“I want to congratulate you on your initiative and 
resourcefulness in bringing to the business men of 
America your ndid book on ‘The Sales Strategy 
of John H. Patterson.’ ” 


An Insurance Company Writes 


. . . indemand by our Home Office and Sales Force. 
They like it.” a 


General Sales Manager of Electric Appliance 
Manufacturer 


“T have read it about half way through and have found 


that it contains some very constructive ideas. 
* ¢ « 

Sales , J 2 e of . 7 A. a | Cc P y 
“Your just published book, “The Sales Strategy of John 
H. Patterson,’ is marvelous. It is the most pointed 
exposition of the kind of thinking and intelligence the 
business world needs now to bring it out of the flat 
spot which is so loudly blamed onto the depression.” 


344 pages, size 6 x 9, 32 plates, cloth 


by ROY W. JOHNSON 
and RUSSELL W. LYNCH 


Both authors have a rich background of 
experience. Mr. Johnson, for many years 
on the editorial staff of “Printers’ Ink,”’ 
later eastern editor of “‘Sales Management,”’ 
is a well-known writer on sales and adver- 
tising subjects. Mr. Lynch for eighteen 
years was a member of the N.C. R. sales 
organization with the opportunity of putting 
into operation the Patterson sales strategy. 


Typical Chapters 


Five Rules for Keeping Up Sales 
ear 


in a Panic Y 
The Tablet That “Jumped Up and 
Down” 


The “Thief Catcher” Idea Stirs 
Up a Hornet’s Nest 

Salesman Lockwood Becomes Sold 
on Advertising 

The First Requirement of a Good 
Sales Executive 

America’s Greatest Sales Experi- 
ment Begins 

The Silver Dollar Demonstration 

Helping Salesmen Over the Clos- 
ing Hazard 

A Best Way to Approach Every 
Prospect 


The Exit of the ‘Natural Born’ 
esman 
Where Patterson Found His Best 
Salesmen 
Four Steps to Organized Thinking 
Making Salesmen Successful 


A House Organ That Played a 
New Kind of Tune 


A New Sales Technique Is Born 


The Pageant That Beat the Panic 
of 1921 


A Lifelong Advertising Polic 
Takes Root , 

Birthday Book Strategy 

One Big Don’t and a Lot of Little 
Don’ts 

Selling ‘‘Functions” Keynote of 
N. C. R. Policy 


Making the ization Dri 
a | Organiza ve 
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ONE WAY TO COLLECT AN AUDIENCE IN DRUG STORES 


EVIEW OF THE 
WEEK 


TT 


NEW ZONITE-FORHAN DISPLAY ON COAST 


This new bulletin installed by Foster and Kleiser Co. in San Francisco, Park's Products, Inc., Minneapolis, uses these wandering minstrels to interest the public in foot com- 
delivers four distinct messages, two for each product. 


fort products. Druggists are said to welcome the innovation because it increases their fountain business. 


“BY THE WAY, DO YOU INHALE THIS SEASON?" 


BI-CENTENNIAL VINEGAR FLASK 


That is what the gentleman 
is saying to the lady, ac- 
cording to American To- 
bacco Co. The art con- 
tributed to another adver- 
tising scoop by the eminent 
George Washington Hill. 
(Story on Page 8) 


Duffy- 


Co. to produce a container so handsome that it will be treasured by 
housewives. United States Advertising Corp. handles the account. 


SMASHING POSTER COPY FOR CLEVELAND AIR RACES 
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“SEAT PRICES 
GREATLY REDUCED 
FREE AUTO PARKING 


a i: is : : ’ en a 4 va ry, “a : > 
George M. Slocum, who has be- Glen Buck has withdrawn as vice- ~ATIONAL cel Al 4 RACES 
come Detroit manager for Macfad- president of D'Arcy Advertising > 
den Publications, while retaining his | Co., and returned to the presidency es ! 

-EVELAND-AUG. 27 


MORE DARING STUNTS: 
GREATER THRILLS fe 
C/GANTIC NIGHT SPECTACLE “to * 


interest in Capper-Harman-Slocum, of the Glen Buck Co., Daily News 
Inc., publishers’ representatives. Bidg., Chicago. 
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